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SUMMARY 
 
Education is a powerful and pervasive agent of change.  Therefore, it is the key to unlock 
the doors to development and modernisation. Currently, business and communities 
knowledge very little about what the FET/Technical College is offering and its 
importance to the society as whole.  Therefore there is a great need to market the 
technical sector so that the community is knowledgeable about the FET/Technical 
Colleges. 
 
The research conducted focuses on which promotional strategies are effective in 
marketing the FET Colleges.  In order to make technical college students marketable it is 
necessary to market the institutions effectively so that all the stakeholders can be aware 
of what technical colleges can offer. Because of high competition in this industry, it is of 
vital importance not to be out-marketed by competitors by keeping abreast of new trends 
in promotional strategies. 
 
In order to obtain more relevant information about promotional strategies a literature 
study was conducted to develop a questionnaire to survey the importance of promotional 
strategies and determine which promotional strategies are being used by the FET 
Colleges.  The East-London, Queenstown and Ezibeleni Public FET Colleges form the 
respondents.  From each college five academic staff, two management members and five 
students formed the respondents. Community members, business community members, 
the Department of Education and the Department of Labour representatives were also 
included in the sample from each of the selected FET Colleges. 
 
The findings of the survey revealed the high level of agreement in terms of the 
importance of the promotional strategies identified in the literature study with the 
exception of some promotional strategies, which were identified as not compatible with 
the FET target market. The study recommended that further research be done on a larger 
sample size focusing on particular stakeholders eg. students of the FET Colleges in a 
specific area.   
 
 
 
 
 
 
 
 
 iv 
 
 
TABLE OF CONTENTS 
 
 
 
CHAPTER ONE 
 
INTRODUCTION, PROBLEM AND DEFINITION OF CONCEPTS 
 
 
1.1 INTRODUCTION        1 
1.2 THE PROBLEM        2 
1.2.1 The main problem       2 
 1.2.2 The sub-problems       3 
 
1.3 DEFINITION OF KEY SELECTED CONCEPTS    3 
 1.3.1 Promotional strategy       3 
 1.3.2 Technical colleges       4
 1.3.3 Further Education and Training Colleges (FET)   4 
 1.3.4 Marketing        5 
 
1.4 DELIMITATION OF THE RESEARCH     6 
1.5 KEY ASSUMPTIONS       6 
1.6 CONTENTS OF THE STUDY      7 
1.7 CONCLUSION AND ORGANISATION OF THE REMAINDER 
 OF THE STUDY        7 
  
 
 
 v 
CHAPTER TWO 
 
THE CURRENT SITUATION OF THE EASTERN CAPE PUBLIC FET 
COLLEGES 
 
 
2.1 INTRODUCTION        9 
2.2 GOVERNANCE OF THE FET COLLEGES AT INSTITUTIONAL  
  LEVEL         10 
2.3 TRANSFORMATION OF TECHNICAL COLLEGES INTO 
 PUBLIC FET COLLEGES       11 
 2.3.1 Government perspective     12 
2.3.2 Views of the Public FET Colleges    13 
 
2.4 CONCLUSION        15 
 
 
CHAPTER THREE 
 
DEFINITIONS AND DESCRIPTIONS OF PROMOTIONAL STRATEGIES 
TERMS 
 
 
3.1 INTRODUCTION        16 
3.2 THE ROLE OF PROMOTION WITHIN THE MARKETING  
MIX          17 
3.3 DEFINITIONS AND DISCRIPTIONS OF THE TERMS  
INCLUDED IN PROMOTIONAL STRATEGIES    20 
 3.3.1 Marketing Plan       20 
 3.3.2 Marketing Strategy       20 
 3.3.3 Promotional Strategy       21 
 
 vi 
3.4 INTEGRATED PROMOTIONAL STRATEGIES AS APPLIED BY 
PRIVATE AND PUBLIC ORGANISATIONS    21 
3.5 CONCLUSION        23 
 
 
 
CHAPTER FOUR 
 
PROMOTIONAL STRATEGIES USED BY PRIVATE AND PUBLIC SECTOR 
ORGANISATIONS 
 
 
4.1 INTRODUCTION        25 
4.2 ANALYSIS OF PROMOTIONAL STRATEGIES     26 
 4.2.1 Personal Selling       26 
 4.2.2 Word of Mouth       26 
 4.2.3 Customer Service       28 
 4.2.4 Advertising        30 
 4.2.5  Printed Advertising       34 
 4.2.6 Outdoor and Retail Advertising     37 
 4.2.7 Cinema        39 
 4.2.8 Direct Marketing       40 
 4.2.9 Sales Promotion       42 
 4.2.10 Publicity, Public Relations (PR) and Sponsorship   42 
 4.2.11 Instructional Materials      43 
 4.2.12 Corporate Identity       43 
 
4.3 CONCLUSION        43 
 
 
 
 
 
 
 
 vii 
CHAPTER FIVE 
 
THE RESEARCH METHODOLOGY 
 
 
5.1 INTRODUCTION        45 
5.2 RESEARCH DESIGN       45 
 5.2.1 The Sample        45 
5.3 DEVELOPMENT AND STRUCTURE OF THE QUESTIONNAIRE 46 
5.4 THE DESIGN OF THE QUESTIONNAIRE     46 
  5.4.1 Administration of the questionnaire    47 
  
 
5.5 EXTENT OF RESPONSE       53 
5.6 ANALYSIS OF RESPONSES      53 
5.7 CONCLUSION        53 
 
 
CHAPTER SIX 
 
THE ANALYSIS, INTEPRETATION AND INTEGRATION OF THE RESULTS 
OF THE EMPIRICAL SURVEY 
 
 
6.1 INTRODUCTION        54 
6.2 OVERALL RESPONSE ANALYSIS     55 
 6.2.1 Response Analysis       56 
6.3 RESPONSE, CATEGORY ANALYSIS, COMPARISON AND 
INTEGRATION        57 
6.3.1 Introduction        57 
6.3.1.1     Newspapers       60 
 viii 
 6.3.1.2    Good Customer Service     60 
 6.3.1.3     School Visits      60 
 6.3.1.4     Word of Mouth      60 
 6.3.1.5     Career Exhibitions      61 
 6.3.1.6     Community Involvement     61 
 6.3.1.7     Learnership programmes     61
 6.3.1.8     Networking with other Colleges    61 
 6.3.1.9     Radio       62 
 6.3.1.10   College Newspapers distributed to stakeholders     62 
 6.3.1.11   Public Relations (PR)     63 
 6.3.1.12    Open days and Sponsorship programmes   64 
 6.3.1.13    Corporate Identity and Hosting Public Events  64
 6.3.1.14    Posters       64 
 6.3.1.15    Promotional material and Point of Purchase  64 
 6.3.1.16    Student newsletters     65 
 6.3.1.17    Flyers/Free Handouts     65 
 6.3.1.18    Magazines       65  
6.3.1.19  Internet and E-mail     66 
6.3.1.20 Television (TV)      67 
6.3.1.21 Business Breakfasts/lunches    78 
6.3.1.22 Mail Advertising      67 
6.3.1.23 Billboards       67 
6.3.1.24 Electronic Displays     68 
6.3.1.25 Cinema and Telesales     68 
6.4 THE CURRENT PROMOTIONAL STRATEGIES USED BY THE 
FET IN THE THREE SELECTED COLLEGES    69 
 6.4.1 Introduction        69 
 6.4.1.1 Strategies that are currently used by the FET Colleges 69 
6.5 ANALYSIS OF THE STAKEHOLDERS’S CHOICE OF MARKETING  
 BUDGET ALLOCATION AND REASONS FOR RECOMMENDING  
 THE FET COLLEGES       74 
 
  6.5.1 Response analysis on the marketing budget choices of each  
           Stakeholder group       76 
 
6.5.2 Response analysis on the effectiveness of the promotional strategies  
currently used in reaching the FET College target market as  
per stakeholder group       77 
 
6.5.3 Response analysis on recommending a candidate  
to study at the FET College      77 
 
 ix 
6.6 ANALYSIS OF ADDITIONAL PROMOTIONAL STRATEGIES 
 IDENTIFIED         77 
 
6.7 CONCLUSION        78 
 
 
 
 
CHAPTER SEVEN 
 
SUMMARY, RECOMMENDATIONS AND CONCLUSION 
 
 
 
7.1 INTRODUCTION        80 
7.2 SUMMARY         80 
 7.2.1 Reasons for the research      80 
 7.2.2 The Main Problem       81 
 7.2.3 The sub-problems       81 
 7.2.4 The marketing challenges that lie ahead of the Technical Colleges 82
 7.2.5 Factors urging greater support for a marketing perspective in the 
  FET/Technical Colleges of today     83 
 
7.3   CONCLUSIONS FROM THE FINDINGS     84  
7.4 LIMITATIONS AND RECOMMENDATIONS    85 
7.5 CONCLUSION        87 
 
REFERENCES         89 
 
LIST OF ANNEXURES 
  
ANNEXURE: A THE EIGHT MERGED EASTERN CAPE 
PROVINCE FET COLLEGES    95 
ANNEXURE: B RESEARCH QUESTIONNAIRE COVERING     
 x 
  LETTERS TO DIFFERENT STAKEHOLDERS  96 
ANNEXURE: C GRAPHICAL PRESENTATION ON OVERALL  
RANKING OF PROMOTIONAL STRATEGIES  
  COLLEGES IN THE FET       101 
 ANNEXURE: D RESPONSE ANALYSIS OF EACH STAKEHOLDER  
   GROUP       102 
ANNEXURE: E OVERALL ANALYSIS OF ALL DIFFERENT   
   STAKEHOLDERS      109 
ANNEXURE:  F  GRAPHICAL PRESENTATION ON PROMOTIONAL   
   STRATEGIES PER GROUP     110 
 xi 
LIST OF FIGURES 
 
Figure 3.1 Interface of Integrated Marketing Communications (IMC)  22 
Figure 4.1    A flow diagram of promotional strategies implemented   
  companies        26 
    
Figure 4.2 The average publications read per reader 
 in South Africa       36 
   
LIST OF TABLES 
 
Table 3.1 Marketing mix elements with their intended and     
  unintended communications      19 
       
Table 5.1 The questionnaire to the Further Education and  
  Training stakeholders       48  
 
Table 6.1 The overall response analysis, including ranking and  
  weighted totals of each promotional strategy, in  
  descending order       57 
 
 
Table 6.2 Ranking of each promotional strategy by the stakeholders 
  compared to the overall responses     59 
 
Table 6.3 Promotional strategies currently used in the FET, 
  according to each stakeholder group in percentages   70 
 
Table 6.4 Analysis of the stakeholders’ response on their choices of  
a marketing budget and recommendation of candidates to    
FET Colleges        75 
 
Table 6.5 Summarised list of top 10 promotional strategies which 
are important and currently used in the FET Colleges  79 
    
 
 
 
 
 
 
 xii 
 
CONTENTS 
 
 
 
TABLE OF CONTENTS        v 
 
LIST OF ANNEXURES        x 
 
LIST OF FIGURES         xi 
 
LIST OF TABLES         xi 
 
    
 
 
INTRODUCTION, PROBLEM STATEMENT AND DEFINITION OF 
CONCEPTS 
 
 
1.1 INTRODUCTION 
 
In the changed and changing circumstances of Further Education and Training (FET) in 
South Africa, there is a greater need for marketing than ever before. To a large extent 
the success of FET lies in understanding the target audience and adapting messages and 
media strategies to meet their needs (Engel, Warshaw and Kinnear 1994: 30).  Hicks 
(1997: 12) states that a strategic marketing plan provides a clear direction to the 
marketing operation, based upon a systematic, written approach to planning and action.  
He further states that it can make an organisation less vulnerable to market forces and 
external influences. 
 
According to Roux (1998: 4) the technical college staff and stakeholders will be 
involved in re-designing college curricula in order to respond better to the needs of the 
community and businesses. Therefore, it is important for vocational educators to 
understand whom they serve and how best to serve them.  Addison (2000: 26) states 
that marketers of today have to convince the customer that the product is not mass-
produced but made to suit the individual.  Addison (2001: 15) further recognises that 
the low skills base is one of the reasons for the low levels of investment in the economy. 
Funding restraints are impacting detrimentally on the service delivery of technical 
colleges, especially in the Eastern Cape Province, and this restricts them in meeting the 
needs of the community.  This also increases the problems of the majority of technical 
colleges in establishing healthy links with their communities, businesses and industries. 
 
Successful marketing of the right image for vocational education requires the use of 
proven, professional approaches. According to Mabuza (2000: 12), attracting new 
customers costs more than keeping old ones in terms of a product.  He further argues 
that they are less expensive to service and are an excellent reference for attracting new 
customers.  Based on these observations, it is important to maintain a positive ongoing 
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customer relationship.  Continuous reviewing of a marketing plan will assist the 
institution to view its customers from a “lifetime” value perspective and not from the 
value of any single transaction (Moran 1999: 14). 
In light of the above, the study aims to provide the readers with an understanding of the 
promotional strategies and tactics appropriate to market technical colleges and to boost 
the image of vocational and technical education. 
 
1.2 THE PROBLEM 
 
1.2.1 The Main Problem 
 
Marketing of education should be based on communicating with the target groups in 
order to create good relations.  In order to design effective communication strategies it 
is important to build relationships around a two-way flow of information and ideas. 
 
Hill and Jones (1998: 115) confirm that marketing requires a rich internal exchange 
between individuals and teams, divisions and departments, bosses and subordinates as 
well as with other stakeholders who can vote for or against an organisation’s success 
and who can help or hinder its delivery of value.  Mabuza (2000: 13) believes that 
marketing is about people rather than products, therefore marketers need to look at 
relationship management and have to see profits as a consequence of relationships and 
not of transactions. 
 
This leads to the following problem that will be addressed by the research namely: 
! What effective promotional strategies are appropriate to market Public FET 
Colleges in the Northern Region of the Eastern Cape? 
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1.2.2 The Sub-Problems 
 
The following sub-problems will assist the researcher to achieve the objective: 
 
• What promotional strategies are revealed by the literature to market companies in 
the business world? 
• What promotional strategies are technical colleges currently using in marketing their 
institutions? 
• How to compare the above results to develop effective promotional strategies that 
are appropriate to market Public FET Colleges? 
 
1.3 DEFINITION OF KEY SELECTED CONCEPTS 
 
Due to the uniqueness of this research, a number of key terms and concepts will be 
defined to ensure a complete understanding of the research. 
 
The following definitions are regarded as key terms and concepts of this research: 
 
1.3.1 Promotional Strategy 
 
According to Kotler and Armstrong (1996: 461) promotional strategy refers to a 
controlled, integrated programme of communication methods, designed to present an 
organisation and its products or services to prospective customers.  Promotion is 
communicating information between seller and potential buyer or others in the channel 
to influence attitudes and behaviour (McCarthy & Perreault 1993: 418). Furthermore, 
promotion aims at communicating need-satisfying attributes to facilitate sales and to 
contribute to long-run profit performance.  Promotion decisions will include 
advertising, sales promotion, personal selling, point-of-purchase communications, direct 
marketing communications and public relations and sponsorship marketing, excluding 
the other marketing mix elements (Shimp 1998: 26). 
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1.3.2 Technical  Colleges 
 
Technical colleges are institutions offering vocational training.  The ratio of pre-tertiary 
and post tertiary students differ from college to college. Courses cover a wide range of 
disciplines and are not only technically oriented.  To be admitted to secondary courses, 
which result in National Technical Certificates (N1 to N3), generally one needs a 
Standard Seven certificate. An N3 Certificate is the equivalent of the National Senior 
certificate. After completing the N3 certificate successfully, many students may prefer 
to enter the workplace as an apprentice, complete their trade test and qualify as an 
artisan  (Gore 1993: 72).  However, others may prefer to continue with their studies on 
the N4, N5 and N6 levels, working towards qualifications as technicians or 
technologists. 
 
A scholar with a National Senior Certificate which does not include commercial 
subjects, would need to complete a bridging course at a technical college, before 
proceeding with the tertiary N4, N5 and N6 levels.  According to the National 
Qualifications Framework (NQF) technical colleges fall under the Further Education 
and Training (FET) band that plays a pivotal role in integrating prior learning with 
continuing education, thereby giving credence to the concept of lifelong learning. 
 
1.3.3 Further Education and Training (FET) Colleges 
 
According to Mokgotle (2000: 22) FET means all teaching and training programmes 
leading to qualifications from levels 2 to 4 on the National Qualifications Framework 
(NQF) as determined in the South African Qualifications Act, (SAQA) Act No. 95 of 
1995.  Therefore, FET includes learning programmes that will be registered on the NQF 
from level two to four and that will correspond with the present grades 10 to 12 in the 
school system and National Intermediate Certificate (N1) to National Senior Certificate 
(N3) in the technical college system. 
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According to the Government Gazette No. 19421 (1998: 4) technical colleges should 
provide at least 60% of the level N1 to N3 as their core-business, and 40 percent to 
include courses offered at higher education level such as National Technical Certificate 
(N4 to N6).  Furthermore, the new FET system will provide access to high-quality 
education and training within a differentiated system that will offer a wider range of 
learning options to a diverse range of learners. Zuma (2000: 72) mentions that FET 
providers include any individual organisation, or institution that provides FET 
programmes and are registered under the FET Act No. 98 1998.  The FET Colleges 
provide formal and informal programmes that have integrated subject offerings so that 
learners are equipped with more marketable skills in order to ensure work readiness.  
By definition FET is not compulsory and has no age limit.  Its goal is to promote life-
long learning and in-service education (Government Gazette No. 19421, 1998: 7). 
 
1.3.4 Marketing 
 
According to Chapman and Cowdell (1998: 35) marketing, as defined by the Chartered 
Institute of Marketing, is the management process responsible for identifying, 
anticipating and satisfying customer requirements profitably.  Van der Walt, Strydom, 
Marx and Jooste (2000: 20) describe marketing as the management tasks and decisions 
directed at successfully meeting opportunities and threats in a dynamic environment by 
effectively developing and transferring a need-satisfying market offering to consumers. 
Furthermore, Van der Walt et al. (2000: 12) associate marketing with building long-
term relationships with customers.  
 
For an organisation to implement marketing concepts successfully, management must 
enthusiastically embrace and endorse the concept and encourage its spread through the 
organisation.  Mc Donald (1995: 77) defines marketing as the sense of understanding 
and meeting the customer’s needs better than the competitors. Engel, Warshaw and 
Kinnear (1994: 4) explain marketing as the process of planning and executing the 
conception, pricing, promotion and distribution of ideas, goods and services to create 
exchange that satisfy individuals and organisational goals. Marketing is about 
communicating product benefits to the market and obtaining feedback to guide future 
marketing efforts (Moerdyk 2001: 23). 
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1.4 DELIMITATION OF THE RESEARCH 
 
The theoretical information is mainly comprised of literature obtained from 
international and local sources as well as literature obtained from the Department of 
Education (DoE). The study is limited to the period prior to the merging of technical 
colleges, and limited to the following stakeholders: 
• The current students and the SRC of the selected technical colleges under study. 
• Selected local business and community members. 
• The staff and management of the selected technical colleges. 
• The directorate of the FET Sector (Department of Education Representative) 
(DoE). 
• One representative from the Department of Labour (DoL). 
 
In addition, the research will be limited to those FET Colleges with more than 300 
students in the Eastern Cape Province. The study will focus on East-London, 
Queenstown and Ezibeleni Technical Colleges. From each technical college five 
students, five staff members and two members of management of the colleges and one 
representative from the DoL and one representative from the DoE will form the sample 
from which the survey is conducted. The study also focuses on the three selected 
institutions prior to merger arrangements being put in place. 
 
1.5 KEY ASSUMPTIONS 
 
It is assumed that technical colleges are implementing the same promotional strategies 
as private companies and institutions. It is also assumed that public FET Institutions are 
following the same aggressive promotional elements to market their institutions as they 
are equally faced with competition. 
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1.6 CONTENTS THE OF THE STUDY 
 
The following is a summary of the remaining chapters of up the study: 
 
• Chapter Two outlines the current situation of the Eastern Cape technical colleges. 
(Situation Analysis of the Eastern Cape Public FET/Technical Colleges) 
• In Chapter Three the promotional strategies and their relations to the marketing 
mix elements are discussed from the literature’s point of view. 
• In Chapter Four the promotional strategies used by private and public 
organisations are discussed in detail from the literature’s point of view. 
• Chapter Five outlines the research methodology of collecting the empirical data 
together with the questionnaire to be used. 
• Chapter Six offers the analysis, interpretation and integration of the results of the 
empirical survey. 
• Chapter Seven contains the summary, recommendations and conclusion. 
 
1.7 CONCLUSION AND ORGANISATION OF THE REMAINDER OF THE         
STUDY 
 
According to Addison (2000: 24) companies that need to succeed in the near future will 
have to focus on becoming more customer oriented and market driven in everything 
they do.  Arnesen (2000: 12) states that success in any institution depends on integrating 
marketing into the culture of the organisations. According to Arnesen (2000: 13) 
companies need to become competitive and adopt a market orientation to survive. In 
order to do that they need to recognise marketing as a core business process, if not the 
most critical process. An investigation by Penstone (1999: 34) indicates that modern 
companies are beginning to recognise the value of brands, and hence the importance of 
marketing.  Penstone (1999: 34) cites an example of the Coca-Cola Company that 
outsourced all other functions and was left with its marketing department as its core-
business.  
 
For any organisation to succeed in marketing endeavours, management should lead and 
support the staff, especially the Public Relations Officer (PRO) in terms of training for 
acquiring skills.  Arnesen (2000: 12) claims that marketers should be able to show 
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proficiency in market research, market strategy, integrated marketing communications, 
market interaction and Internet marketing.  
 
In the following chapters, the researcher will firstly report on the current situation of the 
Eastern Cape technical colleges with respect to their marketing strategies.  
  
 
 
 
 
THE CURRENT SITUATION OF THE EASTERN CAPE PUBLIC FET 
COLLEGES 
 
 
2.1 INTRODUCTION 
 
Many educational institutions in South Africa, both private and public, are undergoing a 
process of transformation initiated by comments from the National Government that 
many of the current programmes offered fail to meet the needs of the communities and 
changing demands of the economy.   
 
According to Roux (1998: 9) the present system of education contributes to high levels 
of unemployment owing to the legacy of apartheid and poorly articulated programmes 
that will make the transformation of the current system inevitable.  The Minister of 
Education, Asmal (2000: 4) stated that the Department of Education (DoE) needs to 
ensure that the programmes technical colleges provide are relevant and responsive to 
the changing needs of society.  He further mentioned that a joint initiative with the 
Department of Labour (DoL) will be launching a very significant pilot project in 36 
colleges, introducing the new system of learnerships into colleges.  The Government 
Gazette No. 19412 (1998: 10) mentions that the FET Act No. 98, 1998, encourages the 
Public FET Colleges to forge partnerships with employers and within other FET 
institutions or schools and training centres in order to expand the range of learning 
opportunities.   
 
This chapter will outline how the selected Eastern Cape Province technical colleges are 
governed at institutional level, as FET Colleges.  This chapter will also give a broad 
outline of how the Government promotes and markets the new FET institutions. Lastly, 
a summary of the current promotional strategies employed by these institutions will be 
outlined. 
 
The Current Situation of the Eastern Cape Public FET Colleges Chapter Two 
 
                          
10 
2.2. GOVERNANCE OF THE FET COLLEGE SECTOR AT 
INSTITUTIONAL LEVEL 
 
According to Zuma (2000: 71) governance refers to a process of making and enforcing 
laws and policies which regulate the delivery of services towards the achievement of 
organisational goals. He further mentions that the governance of the FET colleges takes 
place at different levels, namely, national, provincial and institutional. Furthermore, the 
FET sector requires co-operative governance with an important need for co-operation 
between the Eastern Cape Department of Education (ECDE), businesses and DoL.  
Zuma (2000: 71) further mentions that the best way to achieve co-operative governance 
of the FET Institution is to set governance at institutional level as stipulated by the FET 
Act of 1998.   
 
The FET Act of 1998 stipulated that the FET Colleges should establish a Council, an 
Academic Board and a Student Representative Council (SRC). Each of these 
governance structures should be composed of a chairperson, vice-chairperson and other 
office bearers. 
 
• The Council: The Council will be composed of the principal, the vice-principal, 
and not more than five persons appointed by the Member of the Executive Council 
(MEC) through nominations from the public, the business and the labour sector.  
The council must include one member of the academic staff, one member of the 
SRC, one member of the support staff and one additional member as may be 
determined by the Council in consultation with the MEC.  Furthermore, the council 
must develop a strategic plan for the institution, which must incorporate the 
mission, the vision, the goals and planning for funding of the institution.  
 
• The Academic Board: The Academic Board is composed of the principal, the vice-
principal, members of the educator staff, members of the council and members of 
the SRC.  The Board is responsible for determining the learning programmes to be 
provided by the FET Institution.  This Board is also to ensure that the requirements 
of accreditation to provide learning against standards and qualifications registered 
on the National Qualifications Framework (NQF) are met. 
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• The SRC: The SRC is composed of democratically elected students.  The SRC is 
headed by chairperson and vice-chairperson.  The Council determines the 
privileges of the SRC of the public FET Institution after consultation with the 
students (Zuma 2000: 77). 
 
The FET governance gives considerable powers of decision-making and financial 
management to the Governing Council of that Institution.  The new programme based 
funding will encourage the responsiveness of colleges to the needs of communities, 
industries and commerce in their areas.   
 
2.3 TRANSFORMATION OF TECHNICAL COLLEGES INTO PUBLIC        
FET COLLEGES. 
 
According to Powell and Hall (2000: 70) the Eastern Cape Province is the second 
largest province, with the majority of the province’s population living in the rural areas.  
Most technical colleges, 82 percent, are situated in the former Transkei and Ciskei 
homelands. These colleges were previously known as disadvantaged or state colleges. 
The other 18 percent of the Eastern Cape Technical Colleges are situated in urban areas 
and were known as advantaged or state-aided colleges. 
 
The deputy Director-General of FET Lehoko (2001: 13) points out that technical 
colleges were established along racial lines to provide technical and vocational 
education to racial groups.  Since 1994, a variety of education policy documents have 
been produced by the National Department of Education with the aim of transforming 
and restructuring the education system inherited from the apartheid regime (Hlophe, 
2000: 105).  The old FET sector was no exception, since the sector itself had been 
confronted with deep-rooted problems.  These problems include the following: low 
morale of staff, poor quality of provision in state colleges, inability to place trained 
learners in jobs and a lack of articulation between the FET institutions and the labour 
market (Roux 1998: 8). 
 
Lehoko (2001: 12) states that the National Department of Education intends to ‘fast 
track’ the restructuring exercise.  He further stresses that one hundred and fifty two 
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technical colleges in S.A will merge into fifty colleges (Asmal 2002: 4).  Lehoko (2001: 
13) claims that large institutions will merge with small institutions with the aim of 
redressing the imbalances of the past.    
 
The Member of the Executive Council  (MEC) of Education is confronted with the 
reality that limited resources are available to remedy past injustices.  The merged 
institutions, with multi-campuses are able to interact with the private sector and 
communities, as well as offering a range of services ranging from student services to 
libraries and information technology facilities and are capable of marketing themselves 
and drawing in students (Lehoko 2001: 13).  The FET Act gives provincial education 
MEC’s powers to merge public FET institutions, which are small and inefficient with 
bigger and effective public FET institutions in order to add value. The twenty-six FET 
colleges of the Eastern Cape Province are now merged into eight big FET Colleges.  
Annexture A identifies the FET colleges in the Eastern Province.    
 
According to the FET Act each cluster should have at least 2000 Full Time Equivalents 
(FTE’s), which represents the number of full time students in a college, that other 
clusters of the Eastern Cape do not have.  According to the FET Act those institutions 
with less than 2000 FTE’s will be given two years to prove themselves capable of 
increasing student numbers to meet this requirement. Bird (2001: 12) mentions that the 
DoL applauded the National Business Initiative (NBI) and its Colleges Collaboration 
Fund (CCF) for supporting the transformation of the FET College sector together with 
the DoE.  NBI is a business-based organisation with a wide corporate membership, 
working in the public interest to address the challenges of maintaining sustainable 
democracy, social delivery, poverty alleviation and jobs and skills development.  The 
NBI is willing to assist the FET colleges to market the vocational and technical sector, 
which will in turn improve the skills of South Africans (Zwame 2001: 2-3). 
 
2.3.1 Government perspective 
 
Lehoko (2000: 3) claims that people should see the transformation of technical colleges 
as a process rather than an event that will involve all the stakeholders, especially the 
private sector. The interview with the Acting Deputy Directorate of the FET at Bisho 
clearly indicated that, the government’s aim in the rationalisation process of technical 
The Current Situation of the Eastern Cape Public FET Colleges Chapter Two 
 
                          
13 
colleges is to transform the old technical colleges into vibrant and responsive colleges 
to the needs of business communities and learners.  Also the government aims at 
broadening the scope of programmes offered at technical colleges and to assist colleges 
to draw many learners by merging technical colleges into mega institutions.  He added 
that in this merging of technical colleges, the funding structure of the FET Colleges 
would be improved with the aim of attracting the stakeholders. 
   
Ngaso (2001:04) mentioned the newly established post of Public Relations Officer 
(PRO) that will be responsible for the marketing and enhancing the image of the FET 
Colleges.  Mr Ngaso the government representative mentioned that before the merging 
the government did very little to assist colleges in their marketing strategies. He further 
mentioned that the government only managed to organise career exhibitions at regional 
level.  At those career exhibitions technical colleges and other tertiary institutions were 
invited to give course information to Grade 12 learners. He further mentioned that the 
government had forged links with the DoL in trying to alleviate the problem of 
unemployment of the learners by introducing the Skills Development Act. 
 
2.3.2 Views of the Public FET Colleges 
 
According to the data gathered from the selected colleges during interviews, it 
portrayed that the government is doing nothing to assist college marketing. In the new 
merged colleges, all colleges are hoping that the government will play a very active role 
as is stipulated in the FET Act No. 98 of 1998 (Government Gazette No. 19421 
1998:10). 
 
During telephonic interviews those “state–aided” colleges stated that they are in a better 
position to market their colleges because of their ability to raise funds. The PRO of 
East-London College mentioned that they have strong links with industries such as 
Daimler-Chrysler in East-London, which donated a large sum of money. The donation 
was used to establish the graphic design department for the production of the college 
promotional materials.  
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The PRO further mentioned that East-London college as a “state of the art college” is 
offering a wide variety of programmes, with excellent student facilities and better 
access to additional funding resources.  Also the college offers community–based 
programmes and technikon courses where they identify a need.  According to Powell 
and Hall (2000: 44) colleges such as Russell Road in Port-Elizabeth, East-London, 
Queenstown and other state-aided colleges have used a considerable amount of funds to 
produce high quality brochures to market their programmes. In the interview, the East-
London College PRO mentioned that they are allocated a marketing budget annually.  
They also review their promotional strategies annually during a strategic planning 
session.  They have a fully fledged marketing department with their own graphic 
designer, who is responsible for the marketing activities of the college.  The marketing 
and public relations departments are combined and headed by the PRO.  The PRO 
further mentioned that they are using brochures, radio, local and regional newspaper 
advertisements, displays and career exhibitions and school visits to promote their 
college.   
 
The Queenstown Public FET College is also privileged in having good student facilities 
and better access to additional funding resources. During interviews, the management 
representative mentioned that they have a marketing committee composed of three 
lecturers and one senior staff member to design the marketing activities of the college. 
He mentioned that an annual budget is set aside for marketing. The management 
representative claimed that the college is still struggling to establish strong links with 
businesses and that made it difficult for the learners to get jobs.  He also mentioned that 
courses offered are still very limited.  He further mentioned that they are using 
brochures, radio and local newspaper advertisements, limited career exhibitions, 
referrals and school visits to promote their college.  The management representative 
also mentioned that they use students to recruit new students in the form of referrals.  
 
Ezibeleni Public FET College was previously known as a state college.  According to 
the Ezibeleni Public FET College the legacy of apartheid is still evident as the college is 
still struggling to receive funds from the government to pay basic needs such as 
electricity and telephones.  Powell and Hall (2000: 60) mention that one of the recurring 
problems for the majority of colleges is establishing healthy links with their community 
and local business and industry as reported by NBI.   
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Ezibeleni Public FET College is also one of those colleges which are still characterised 
by poor infrastructure, outdated equipment, poor quality of learning programmes and 
lack of meaningful linkages with industries. During an interview the management 
representative of Ezibeleni Public FET College mentioned that they do not have any 
formal marketing programmes.  They are using brochures and local newspapers to 
attract new students.  They also do not have any budget for marketing activities, since 
they were dependant on government funds. 
 
The Ezibeleni Public FET College was merged with five other Public FET colleges in 
the Northern Region of the Eastern Cape on the 1st of April 2002.  Those colleges are: 
Sterkspruit, Dordrecht, Cradock, Aliwal North and Queenstown Technical Colleges.  
The new Public FET College is known as IKHALA FET College. The legacy of 
apartheid is still evident even after the merging.  The East-London Public FET College 
has merged with John Knox Bokwe and the Border Technical Colleges, under the name 
of Buffalo City FET College. A merger will add value to the disadvantaged institutions 
and ensure greater emphasis on skills training to serve the needs of local commerce and 
industry (FET Act 1998). 
 
2.4 CONCLUSION 
 
The three selected institutions have shown that the student is the most important aspect 
in the FET environment as a whole.  The current situation of Ezibeleni Public FET 
College is still showing the effects of the legacy of apartheid after the merger as it will 
take time to recover.  
 
The government has resorted to the introduction of the new FET Act with the aim of 
redressing the imbalances of the past, especially with the policy of the merging of 
colleges, the advantaged with the disadvantaged colleges, in order to share their 
resources.  The national DoE is determined to make the merging of Public FET a 
success by forging links with businesses and the DoL, as that can be seen as a powerful 
tool in marketing the FET colleges.  In the next chapter, the promotional strategies and 
their relations to the marketing mix elements, definitions and descriptions of key terms 
will be highlighted.   
 
  
 
 
DEFINITIONS AND DESCRIPTIONS OF PROMOTIONAL STRATEGY TERMS 
           
  
3.1 INTRODUCTION 
 
In the competitive world of marketing, companies need alternative approaches in order to 
break through the lines of competition and reach intended target markets (Judin 2000: 31).  
The most powerful driving force in the evolution of business is an ever-increasing number 
of sophisticated, informed consumers.  Shimp (1998: 16) points out that an educated 
customer has enormous influence upon others.  Therefore, he further stresses, customers 
who are educated about one’s business are more likely to come to the business to resolve a 
complaint, than to spread bad news.  This leads to significant changes in the way marketers 
promote their product offerings to consumers.  Koekemoer (1998: 20) mentions that service 
providers also have to reconsider their marketing strategies, especially educational 
institutions.   
 
Chapman and Cowdell (1998: 109) are of the view that the government sector was 
protected from competitive market forces by the Constitution for a long time.  They further 
claim that this protected environment encouraged marketing short-sightedness, which is the 
principal cause of business failure in the commercial sector.  The public sector 
organisations are being subjected to legislative and competitive pressures that have led 
them to recognise the need to reconsider their relationships with their users and customers, 
such as privatisation and mergers. The public sector oganisations should adopt marketing 
strategies for both their own survival and for the satisfaction of their clients (Chapman & 
Cowdell 1998: 40). 
 
Detailed below is the data collected from the literature study done, covering key terms 
related to promotional strategies.  This chapter will outline the most important concepts of 
the promotional strategies.  
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3.2 THE ROLE OF PROMOTION WITHIN THE MARKETING MIX 
                                                   
Engel, Warshaw and Kinnear (1994: 4) refer to the marketing mix as the process of 
planning and executing the conception, pricing, promotion and distribution of ideas, goods 
and services to create exchanges that satisfy individual and organisational goals.  Kotler 
and Armstrong (1996: 48) view the marketing mix as consisting of everything the firm can 
do to influence the demand for its product.  A typical marketing mix includes some 
product, offered at a price, with some promotion to tell potential customers about the 
product (McCarthy & Perreault 1993: 44).   
 
Lancaster and Reynolds (1999: 200) mention that the marketing mix embraces controllable 
variables such as product, price, place and promotion, which are known as the ‘four P’s’ 
the company puts together to satisfy its target market.  Koekemoer (1998: 2) points out that 
the marketing mix elements are the foundation for good communication strategy.  Smith, 
Berry and Pulford (2000: 14) suggest that three additional important ‘P’s’ should be 
included since they are important ingredients of the marketing mix in service-based 
businesses.  These three P’s are: processes, people and physical evidence.  They further 
state that promotion is the highest profile and most prominent P in the seven P’s.   
 
The consumer is placed at the centre of the marketing mix elements, and is influenced by 
all seven P’s.  Therefore, the consumers need to know about available products, services or 
ideas if they are going to use them, hence this information needs to be communicated to 
them.  The promotion includes all the activities designed to call people’s attention to the 
existence of a product, a service or an idea and influence them to buy, use or change their 
attitudes and behaviours.  The research discussion will be centred on promotion.  
The Chief Executive Officer Union Mart Group, Krawitz  (1999: 14) agrees that the 
traditional four P’s still have an important role to play in the marketing of a service or a 
product.  But he further claims that the twenty first century demands a far more 
sophisticated and focused approach.   Krawitz (1999: 14) suggests his version of marketing 
theory, which he called the four T’s. They include the following: 
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• Training of employees, to know the customer, product, company and market, which 
contributes to personal development. 
• Technology is critical for survival in the modern marketing world.  Effective 
information systems provide one of the most important competitive advantages in the 
global market.  He comments that one has to harness technology, train one’s staff to 
use it to the full and make it work for the company. 
• He combines the next two T’s: time and twenty four hours trading.  He further states 
that the marketer’s job is to shorten the time between conception and consumption.  
He gave the example of delivering a better service faster than competitors. That 
includes being open for business when and where the customer demands it. 
 
Smith et al. (2000: 14) point out that all ingredients of the marketing mix, are under 
marketing control and have the potential of producing both intended and unintended 
communications.  Table 3.1 below shows how the marketing mix elements will produce 
both intended and unintended communications. 
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Table 3.1 Marketing mix elements with their intended and unintended 
communications. 
EXTERNAL 
PROGRAMMES 
INTENDED AND UNINTENDED 
COMMUNICATIONS/PROMOTIONAL TOOLS 
Marketing mix:  
Promotion 
• Communications mix should also plan the integration of all 
messages produced by the ingredients of the marketing mix. 
Marketing mix:   
Place 
• Distribution is in itself a major method of communicating with 
the market, through gaining effective shelf-facings and 
merchandising for the product. 
Marketing mix:  
Product 
• Quality must be consistent with advertising, sales and 
packaging messages.  This plays a significant role in 
stimulating repeat purchase. 
Marketing mix:  
Price 
• Messages about quality and status. 
Marketing mix: 
Physical  evidence                    
• The overall visual presentation of the business is a major 
promotional tool.  Van delivery and cleanliness of transport is 
a mobile message with high but unmeasurable market 
coverage.  Shop signs and window displays should be treated 
as reminder advertising.  Product packaging is advertising on 
the shelf.  
Marketing mix:  
People 
• More of the marketing budget is invested in personal selling 
than in any other communications tool.  The salesforce both 
listen and sells and its effectiveness depends on the quality of 
individual sales representatives, their training and levels of 
preparation.  Other staff members convey important messages 
about the business. 
Market research • Most market research is about what the established customers 
are thinking about the business.  Many large businesses use 
routine market research to monitor their image with customers.  
That prompts them to develop cohesive promotional strategies. 
Public Relations 
(PR)  
 
• PR is only occasionally under marketing control and is 
difficult to cost within a marketing budget.  Some PR 
activities, such as sponsorship of sports and cultural events, 
can be measured and costed. 
 
Source:  Smith et al. (2000: 15). 
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3.3 DEFINITIONS AND DISCRIPTIONS OF THE TERMS INCLUDED IN 
PROMOTIONAL STRATEGIES 
 
3.3.1 Marketing Plan   
 
Belch and Belch (2001: 28) define a marketing plan as a written document that describes 
the overall marketing strategy and programmes developed for an organisation, a particular 
product line or a brand.  The promotional planners focus on information in the marketing 
plan that is relevant to the promotional strategy (Smith et al 2000: 69).  They further 
mention that the promotional planners must also know the role advertising and other 
promotional mix elements will play in the overall marketing programme.  A marketing plan 
is an integral part of the marketing strategy and it should be evaluated continuously or at 
least once a year. 
 
3.3.2 Marketing Strategy  
 
According to Smith et al (2000: 69) marketing strategy involves the whole marketing mix 
and choice of target market, exploiting competitive advantage, repositioning of the product 
as, for example upmarket, priced accordingly and distributed through exclusive retail stores 
and supported by a major promotional tool.  Smith et al (2000: 71) outlines the following 
key components of the marketing strategy that both private and public institutions should 
follow in promoting their products or services:  
• Right products in the right market. 
• Clear market definition, competitive strength and performance of the institution. 
• Market scope refers to how big the market is that one is going to serve, i.e. local, 
regional or international market. 
• Objectives of the company in using that promotional strategy. 
• Resource allocation. 
 
According to Jain (1993: 52) marketing strategy focuses on ways in which a company can 
differentiate itself effectively from its competitors, capitalising on its distinctive strengths 
to deliver better value to its customers.   
Definitions and Descriptions of Promotional Strategies Terms Chapter Three 
  
                          
21 
3.3.3 Promotional Strategy 
 
Engel et al. (1994: 200) define promotional strategy as a ……… 
A controllable, integrated programme of communication methods designed to 
present an organisation and its products or services to prospective customers, to 
communicate need satisfying attribute to facilitate sales and to contribute to long-
run profit performance. 
 
Therefore, the right promotional strategy is built on a thorough understanding of buyers, 
decision makers, the buyers’ characteristics, preferences, media habits and constraints  
imposed on them by their culture and other environmental factors. Hall (2002: 37) outlines 
the following questions managers need to ask in relation to their promotional needs:   
• Which customers/users are being addressed? 
• Which needs are we seeking to meet?  
• How do we satisfy them? 
• What information do we need to provide? 
• How best do we communicate with them? 
• How do we communicate with the various markets? 
 
3.4 INTEGRATED PROMOTIONAL STRATEGIES AS APPLIED BY 
PRIVATE AND PUBLIC ORGANISATIONS 
 
According to Belch and Belch (2001: 12) Integrated Marketing Communications (IMC) 
involves coordinating the various promotional elements and other marketing activities that 
communicate with a firm’s customers.  IMC depends on efficient, effective and economic 
operations (Smith et al 2000: 167).   
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FIGURE 3.1 Interface of IMC 
 
 
 
 
 
 
 
Source:  Smith et al (2000: 167) 
 
According to Shimp (1998: 12) the following definition of IMC captures one widely voiced 
perspective on the nature of IMC: 
IMC is the process of developing and implementing various forms of persuasive 
communications programs with customers and prospects over time.  IMC considers 
all sources of brand or company contacts that a customer has with the product or 
service as potential delivery channels for future messages.  Further, IMC makes use 
of all forms of communication which are relevant to the customer and prospects, 
and to which they might be receptive.  The IMC process starts with the customer 
and then works back to determine and define the forms and methods through which 
persuasive communications programmes should be developed. 
 
The words that are underlined are the features of the IMC definition.  The other two 
features are:  
• To achieve synergy 
 
According to Shimp (1998: 12) all the communication elements must speak with a single 
voice, and coordination is absolutely critical to achieve a strong and unified brand image 
and moving customers to action.  
 
• To build relationships 
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operations 
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operations 
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Integrated Marketing 
Communications 
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Shimp (1998: 12) also states that to build relationships between the brand and the customer, 
is the key to modern marketing and that IMC is the key to relationship building.  Shimp 
(1998 13) further argues that companies have learned that it is more profitable to build and 
maintain relationships than it is to continuously search for new customers.  Smith et al. 
(2000: 167) is of the opinion that IMC is one of the new generation marketing approaches 
being used by companies to better focus their efforts in acquiring, retaining and developing 
relationships with customers and other stakeholders. 
 
IMC will be the only sustainable competitive advantage of marketing organisations in the 
1990’s and into the twenty-first century. Van der Palmer (2000: 25) confirms that, 
companies that insist on only offering one promotional tool, will battle to stay in business.  
Many writers of marketing literature argue that using a single promotional strategy will be 
a blunder by any organisation.  Belch and Belch (2001: 12) highlight the following reasons 
for the growing importance of IMC as follows: 
• Companies understand the value of strategically integrating the various communicative 
functions rather than having them operate autonomously. 
• To avoid duplication. 
• To take the advantage of synergy among various promotional tools. 
 
3.5 CONCLUSION 
 
In reaching and influencing the chosen target market the marketer uses what is known as 
the marketing mix elements.  The basic elements of the marketing mix are known as the 
four Ps’, which places the customer at the centre.  Promotion, which is one of the basic 
elements of the four Ps’, is the focus of this study. The promotional elements, which are 
advertising, personal selling, sales promotion, sponsorship, direct marketing and public 
relations should be combined to work synergistically to achieve the enterprises’ goals.  
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IMC is one of the new generation marketing approaches being used by commercial 
enterprises to focus their efforts in acquiring, retaining and developing relationships with 
customers.  The marketer should establish the most effective communication strategy and 
build brand awareness.  IMC emphasises that marketing is everybody’s business. 
 
In the next chapter more detailed discussions will follow on how organisations apply the 
promotional strategies. 
  
 
 
PROMOTIONAL STRATEGIES USED BY PRIVATE AND PUBLIC SECTOR  
ORGANISATIONS 
 
 
 
4.1 INTRODUCTION 
 
If public sector organisations are going to respond more effectively and efficiently to the 
needs of the members of their community, they must market their services for the benefit of 
their users (Chapman & Cowdell 1998: 109). The emergence of competition and many 
private educational institutions triggered the need for the public sector to more effectively 
market their services and to make use of promotional techniques (Chapman & Cowdell 
1998: 243).   
 
Belch and Belch (2001: 24) believe that in developing a promotional strategy, a company 
combines the promotional mix elements, balancing the strengths and weaknesses of each, 
to produce an effective promotional campaign. Traditionally the promotional mix has 
included four elements, namely advertising, sales promotion, publicity or public relations, 
and personal selling.  
 
This chapter outlines the various promotional strategies, which are used by both private and 
public organisations to market their products and services. The flow chart diagram below is 
discussed and analysed to show how private and private organisations promote themselves. 
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FIGURE 4.1 A flow diagram of promotional strategies implemented by companies  
 
 
 
 
 
 
                         
 
 
 
 
 
 
 
Source: Lovelock (1996: 378) 
 
4.2 ANALYSIS OF PROMOTIONAL STRATEGIES  
  
The promotional strategies, which are used by companies, will be analysed according to the  
flow diagram illustrated in figure 4.1 
 
4.2.1 Personal Selling 
 
Increased financial pressure caused by foreign competition is forcing industries to find new 
ways to cut the costs of doing business.  To curtail massive advertising budgets as well as 
find new ways to communicate with customers, companies have turned to other methods, 
such as direct marketing and in-store promotions, to signal value (Cafferky 1996: 1).  
According to Lovelock (1996: 378) personal selling also involves telemarketing, via the 
telephone.  He further adds that this method requires professionally trained personnel, 
contributing to its high cost of promotion.  Chapman and Cowdell (1998: 243) refer to 
personal selling as a person-to-person conversation between the seller and the prospective 
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customer.  Koekemoer (1998: 196) states that persuasion is at the core of personal selling 
and salesmanship. 
 
Networking is a system of developing professional contacts and networks in the business 
world (Skinner, Von Essen and Mersham 1999:167).  Networking does not require a 
massive investment because sales promotions are carried by word of mouth (Stone 2000: 
55).  The decision concerning on how much emphasis to give to personal selling, relative to 
the other tools in the promotion mix, depends on the task that must be accomplished 
(Koekemoer 1998: 197). 
 
In some industries, personal selling constitutes a substantial portion of the communications 
effort and may account for most of the promotional budget (Belch & Belch, 2000: 619). 
According to Coetzee (1994: 118) effective promotion to prospective learners requires 
personal selling, which is a task that requires professional skills, money and time to 
develop.  
 
4.2.2  Word of Mouth (WOM) 
 
As illustrated in figure 4.1 by dotted lines, WOM complements personal selling.  Cafferky 
(1996: 1) refers to WOM marketing as follows: 
• The most natural way to promote the business. 
• The lowest-cost promotion method one can find. 
• The lowest-risk promotion method. 
• An excellent way to motivate employees and customers. 
• The most enjoyable, fulfilling form of marketing management. 
• The most powerful form of business development, harnessing the personal 
communication energy, which speaks for the company and bring new customers. 
 
Although most businesses believe in the power of WOM marketing, very few have 
developed WOM marketing plans (Smith, Berry and Pulford 2000: 171).  The company can 
do something to effect a positive WOM marketing programme such as enhancing the 
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company’s reputation.  Cafferky (1997: 8) offers some suggests on how to generate 
positive WOM:  
• Show how competent the company is, as compared to others. 
• Give customers more information through personal conversations, written materials, 
etc. 
• Involve the client in evaluating the solution by asking questions and making some 
suggestions. 
• Seek out any negative feelings clients exhibit during the selling process. 
• Provide telephone staff with a prepared script to use when a prospective client calls. 
• Survey customers’ perceptions of your business and its strengths and weaknesses 
• Find out what customers dislike and be different through market research. 
• Develop a vision statement for your company that incorporates WOM.  
• Show appreciation when other customers refer people.  Give him/her some incentives. 
• Get to know the customers and referral sources by name. 
 
The list is endless.  Companies must try to adapt those suggestions to suit their businesses 
and target markets. 
 
4.2.3 Customer Service 
 
From the discussion above, personal selling tasks are indicative of building a long-term 
relationship with customers. Lovelock (1996: 491) defines customer relationship as 
follows: 
Customer service involves task-oriented activities, other than proactive selling, that 
involve interactions with customers in person, by telecommunications, or by mail.  
This function should be designed, performed, and communicated with two goals in 
mind, customer satisfaction and operational efficiency. 
 
In and out store image, plays an important and crucial role in improving customer service. 
Donnell (2002: 32) demonstrates that despite Woolworths’ high pricing strategy, 
consumers have proved that price is not necessarily the most important factor in customer 
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service.  Lovelock (1996: 491) offers a few points on how to improve customer service in 
response to competitive pressures: 
• Conducting ongoing research to determine customer needs, wants and satisfaction 
levels. 
• Identify the key sources of customer satisfaction or dissatisfaction. 
• Designing jobs and technological systems to meet these standards. 
• Periodically revising standards and delivery systems in the light of changing customer 
preferences, technology innovation, and competitive activities. 
• Train and motivate employees and all supporting service people to work as a team to 
provide customer satisfaction. 
• If you make promises to customers, retain them by keeping those promises. 
• Compile billing information, send out bills, accept payment and make refunds. 
• Attend to special requests, resolve problems and handle complaints. 
 
Penstone (1999: 12) points out that those companies who recognises the opportunity of 
delivering good service to customers will find themselves armed with the necessary data to 
take them into the millennium.  Superior customer service does not come from a manual of 
rules and regulations but from employees with an internalised service motive, working in 
an environment where the service ethic is entrenched. According to Penstone (1999: 12) 
Telkom, Pick‘n Pay, Engen and Southern Sun Resorts have teamed up with a reward 
company to launch Leisure-Link, a multipartner programme designed to reward consumers 
for everyday spending on goods and services.  
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4.2.4 Advertising 
 
Most companies in South Africa widely use advertising as a promotional tool.  Belch and 
Belch (2001: 15) define advertising as any paid form of non-personal communication about 
an organisation, product, service or idea by an identified sponsor.  According to Belch and 
Belch (2001: 17) more than 130 companies each spend over $100 million a year on 
advertising in the United States. Koekemoer (1998: 400) outlines the following objectives 
of advertising: 
• To gain an audience’s attention, particularly if the audience interest and product 
involvement is low. 
• To inform customers about the firm and its products. 
• To persuade customers that a specific product offers the best solution to a customer’s 
needs. 
• To remind customers of product availability and motivate them to act. 
 
Hall (2002: 36) holds the opinion that successful companies regard advertising as an 
integral part of their marketing mix. Advertising should be executed according to 
advertising plans.   
According to Shimp (1998: 252) an advertising plan provides the framework for the 
systematic execution of advertising strategies. He further stresses that to put advertising 
into action requires the following: 
• Careful evaluation of consumer behaviour related to the brand. 
• Detailed evaluation of the competition. 
• A coordinated effort to tie the proposed advertising program to the brand’s overall 
marketing strategy. 
 
Belch and Belch (2001: 316) mention that by combining a variety of media, marketers can 
increase coverage, reach and frequency level while improving the likelihood of achieving 
overall promotions and marketing goals.  Advertising rates vary and are based largely on 
the circulation or reach of the medium.  It is important to analyse which of the company’s 
possible choices of reaching the greatest number of people in the target market. Smith et al. 
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(2000: 57) state that part of the effect of advertising can be measured by market research 
into recall of advertising, but the marketer needs to distinguish between: 
• Measuring the effectiveness of advertising in getting the attention of, and 
communicating ideas to the customer.  
• Measuring the effect of advertising in stimulating actual sales.  
 
Lovelock (1996: 378) categorises advertising into the following broadcasting Advertising. 
Broadcasting advertising has traditionally taken place through television and radio, but 
exciting new opportunities exist through the new channels offered by the Internet and 
World Wide Web (Lovelock 1996: 379).  Broadcasting  Advertising is further divided into 
the three media: Television, Radio and Internet advertising. 
 
• Television (TV) Advertising:   
 
It is the medium preferred by most national advertisers because it is a mass medium, most 
persuasive, flexible and cost effective.  For over 20 years, SABC Television has been 
delivering massive audiences with the news and actuality programmes (Reid 1998: 32).   
TV gives a greater opportunity to advertisers to buy appropriate advertising space that will 
target its audience effectively.  TV advertising needs large sums of budget in place and it 
needs to be managed effectively.  
 
TV advertising is mostly used by large and franchises which are producing, distributing and 
marketing their product on large scale.  It is an excellent medium for demonstrating a 
product or service. Larkin (2001: 20) asserts that TV’s ability to combine visual images, 
sound, motion and colour presents the advertiser with the opportunity to develop most 
creative and imaginative appeals.  He further mentions that most people are lazy to read 
and they find it more relaxing to watch TV programmes.  TV caters for all audiences from 
children to adults and for all types of entertainment and sporting activities.  It also caters 
for different personalities and nationalities.  Advertisers can adjust their media strategies to 
take advantage of different geographic markets through local or sport advertising in 
specific market areas (Belch & Belch 2001: 357).  Advertisements can be scheduled to run 
repeatedly to take advantage of special occasions.  
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• Radio 
 
Radio has become a medium characterised by highly specialised programming appealing to 
very narrow segments of the population.  Conradie (2001: 17) believes that marketing is 
very important but it does not have to be expensive.  Belch and Belch (2001: 382) agree 
that radio commercials are very inexpensive to produce.  They add that its low cost allows 
advertisers to build more reach and frequency into their media schedule within their budget.  
There is a high degree of audience selectivity available through the various programme 
formats and geographic coverage of the numerous stations.  Radio lets companies focus 
their advertising on specialised audiences such as certain demographic and lifestyle groups. 
A good South African example is Radio Active.  Radio Active liaises closely with radio 
stations, providing regular feedback with regards to audience figures, advertising and 
listener appreciation and suggests possible improvements where necessary (Addison 2000: 
15).  
 
According to Ives (1999: 53) several considerations influence the choice of a radio station 
for advertising such as: 
• Station format (classical, progressive, country and top 40). 
• Choice of geographic areas to cover. 
• Buying of radio time (choice of the day part). 
 
• Internet 
 
Thousands of marketers have turned to the Internet as a prospective medium for promoting 
their brands.  Shimp (1998: 345) describes the Internet as electronic yellow pages, which 
allows the user to use links to dig deeper and deeper for additional information or 
entertainment.   He further states that Internet serves as an electronic shopping mall 
whereby shoppers locate suppliers, place orders, have charges placed against their credit 
cards, and receives shipments of products by expedited mail service.  The Internet uses a 
variety of forms of promotions, such as sales promotion, direct selling, public relations, as 
well as different media, such as magazines, radio and newspapers.  For example most 
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marketers are aware that radio stations are going on line at a remarkable rate, but few have 
explored the potential of broadcasting on the web (Addison 2002: 22). 
 
Hill and Jones (1998: 139) mention the younger generation is starting to purchase more 
products on the Internet, because it enriches their sense of curiosity.  They further indicate 
that research reveals that children’s pocket money amounts to $10 billion a year in Britain 
and $14,4 billion a year in the USA and R5 billion a year in SA.  According to Smith et al. 
(2000: 189) the Internet can help marketers in conducting market research, database 
building, providing customer service, in new product development and in promoting their 
products.  Leduc (2001: 29) adds that Internet enables the creation of very rich information 
and communication, in which all partners can share.  He adds that an online catalogue, 
which is quickly and easily updated, will save on printing costs, and can be e-mailed to 
clients. Addison (2002: 20) believes that effective online advertising is dependent on many 
factors such as: 
• good creativity, 
•  creative images that clicks through to the relevant information, 
  targeted sites, 
• sections within sites. 
 
Koekemoer (1998: 186) mentions that the website is cost-effective in providing feedback 
on product or service performance.  Smith et al. (2000: 189) stress that having a presence 
on the Internet does not necessarily require a website, it could involve a page on a partners 
site or placing a banner advertisement. 
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Conradie (2001: 40) mentions news publishers such as the Sunday Times, Business Day, 
Star, Argus and Cape Times, Rapport and Daily Dispatch, which have gone on-line.  These 
publishers claimed that online news sites have readers and they generate revenue.  Sunday 
Times Online reveals that they generate more revenue through banner advertising and 
sponsorship links, such as its Nedbank golf section.  A number of banks such as ABSA, 
FNB and Standard Bank among others use this medium to reach their clients (Smit et al. 
2000: 20).  They further argue that the current size of the world-wide Internet population is 
small, about 100 million and is expected to grow to 200 million within a few years to come. 
Chapman and Cowdell (1999: 73) mention that the Internet as a medium may not be 
considered a threat to print media yet. According to Judin (2000: 30) the SA advertising 
fraternity have gained notoriety for being more than a few steps behind when it comes to 
the Internet.  According to Levy (2001: 36) the challenges of running an e-business in 
Africa include: 
• Small number of users (less than 3% of the population has Internet access). 
• Limited telecommunications infrastructure. 
• Limited IT infrastructure. 
• Poor computer literacy and the difficulties of education and training. 
• Negative sentiment towards dotcoms. 
 
4.2.5 Printed Advertising 
 
Printed advertising is the most traditional and preferred form of promotion by small, 
medium and large businesses. Print advertising focuses on circulation because their 
advertising rates are dependent on the number and type of consumers who patronise the 
company’s products (Reid 1998: 26).  Rockey  (2001: 31) indicates that print is the medium 
used most often, either for brochures, advertising in publications, and invitations via direct 
marketing. 
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• Newspapers 
 
Newspapers remain the largest medium in terms of total advertising and are still the 
primary advertising media in terms of both revenue and number of advertisers (Belch & 
Belch 2001: 427).  Coetzee (1996: 20) views newspapers as a potentially good medium for 
reaching major employers, community leaders and school professionals.  Belch and Belch 
(2001: 419) claim that more than 1300 colleges and universities publish newspapers that 
offer advertisers an excellent medium for reaching college students. Newspapers are 
important as a local advertising medium for most retail businesses and are often used by 
large national advertisers as well.  For too many consumers, newspapers are their primary 
source of product information (Shimp 1998: 324).  He further mentions that consumers 
would not think of going shopping without checking to see who is having a sale or clipping 
coupons from the weekly food sections or Sunday inserts.    
 
Local advertising is the mainspring of newspapers.  Addison (2001: 18) asserts that the 
World Association of Newspapers’ (WAN) survey of newspaper circulation globally in 
2000, shows that there are more print titles in circulation than 10 years ago.  He adds that in 
S.A. strong circulation increases have marked sections of the black press and some 
weeklies, while business publications are seeing slow but steady gains.  According to  
Audited Bureau of Circulation (ABC) figures, Big News newspaper had a 183 500 
circulation in December 2001.  Allemann (2002: 36) mentions that according to the editor,  
of the Big News newspaper, readers picked up the publication, at places where they do 
business, libraries and schools for free. Knock-and-drop pamphlets are also distributed free 
of charge mainly in the urban areas (Skinner, Von Essen and Mercham 1999: 122). 
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Figure 4.2  The Average Publications Read Per Reader 
 
 July 1999 – June 2000 July 2000 – June 2001 
Daily newspapers 1.28 1.24 
Weekly newspapers 1.7 1.76 
Any magazines 2.66 3.01 
Newspaper subscribers 1.31 1.65 
Source:  (Addison 2001: 18) 
 
• Magazines 
 
Magazines have permanence that newspapers lack.  They offer a mix of light news, 
entertainment, health, specialist, hobbies, service and personal advice. They cater to the 
instinct for relaxation rather than information (Addison, 2001: 19).  Many magazines are 
targeted toward specific businesses and industries as well as toward individuals engaged in 
various professions (Belch & Belch, 2001: 397).  More companies advertise in magazines 
than in any other medium because they appeal to every type of consumer in terms of 
demographics, lifestyle, activities, interests and fascination.  Belch and Belch (2001: 397) 
claim that although magazines such as Reader’s Digest, Time and TV Guide are general 
mass-appeal publications, most are targeted to a very specific audience.  Audit Bureau of 
Circulation (ABC) collects and evaluates information regarding the subscriptions and sales 
of magazines to verify their circulation figures.  These figures provide the media planners 
with reliable figures regarding the size and distribution of a magazine’s circulation that 
help them evaluate its worth as a media vehicle (Belch & Belch 2001: 410). 
 
According to Addison (2001: 23) the Lewis Club magazine is distributed to account 
holders in Botswana, Namibia, South Africa and Swaziland. He further adds that good 
magazines generate unique allegiance amongst readers.  The Foschini Club magazine is 
distributed to 584 468 subscribers and are focused on the relationships, careers, lifestyles, 
beauty and fashion of South Africans driven by a need for self-empowerment and self-
improvement (ABC January – December 2001 survey). Rates for magazine and space vary 
according to the number of times an ad runs and the amount of money spent during a 
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specific period. Belch and Belch (2001: 411) point out that magazine networks offer the 
advertiser the opportunity to buy space in a group of publications as a package deal at a 
very reasonable cost. 
 
4.2.6  Outdoor and Retail Advertising 
 
Engel, Warshaw and Kinnear (1994: 297) view outdoor advertising as the oldest and a very 
important media offered in most cities and towns. According to Belch and Belch (2001: 
439) outdoor advertising is one of the most pervasive communication forms, particularly to 
those who are staying in urban or suburban areas. Addison (2001: 22) lists the requirements 
for the development of an effective outdoor advertising campaign as follows: 
• A comprehensive knowledge of the dynamics of the target market. 
• Ensure that the right message is conveyed to the right audience, at the right time and 
right place. 
• Site distribution.  
• Selection of appropriate outdoor formats. 
 
Moerdyk (2001: 23) believes that big brand advertisers will be using outdoor for all the 
right reasons, most important being to utilise the power of media synergy/combination. 
Lovelock (1996: 387) divides outdoor advertising into the following: 
 
• Billboards 
 
According to Moerdyk (2000: 20) the 1980 research study refers to billboard advertising as 
the flowers of the township against the background of dull and colourless matchbox houses. 
Billboard advertising is still the most powerful way of hitting buyers between the eyes 
(Addison 2000: 17).  He adds that billboards are noticed because they drive home brand 
identity better than any other tool.  Moerdyk (2002: 20) mentions that the relaxation of 
strict controls on billboard advertising has its price in the steady erosion of open spaces by 
commercial messages. According to Addison (2001: 22) the cost of big billboard ads can 
run to between R25 000 and R60 000 a month.  He adds that companies buying fly-by-eye 
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time need to carefully weigh their strategy against alternatives in TV, radio, Internet and 
newspapers and magazines.  
 
Billboards along the road may be seen by anybody using that road, giving a wider spread of 
awareness through different socio-economic groups (Addison 2001: 24).  In 1993 a 
research on regular users of the M1 freeway running through Parktown,  
Johannesburg was conducted, to find out whether residents were offended by the erection 
of large billboards in this attractive suburb (Addison 2001: 24).  The results revealed that 
15 percent of respondents saw billboards as polluting the environment and 85 percent of the 
residents were accepting the presence of billboards because of the following reasons: 
• Are attractive. 
• Give directions. 
• Shows creativity of the designer. 
• Are interesting. 
• Are informative. 
• Are irresistable. 
 
Electronic billboards are able to change the message and the visibility provides the 
advertisers with a more attention-getting medium. It is estimated that the big companies 
such as casinos, hotels, filling stations and banks are using more than R5 million on 
electronic billboard space per year (Engel et al. 1994: 299). 
  
• Transit Advertising 
 
Moerdyk (2001: 23) believes that taxi advertising is on the right track, i.e. using taxis as 
moving billboards.  In 1997 Comutanet offered National Business Advertising 350 interior 
and 360 exterior bus contracts (Erasmus 1998: 29).  He adds that the sheer size of the bus 
makes the advertising extremely impactful and together with the new fullback opportunity 
is possible to be cost effective.  Taxi advertising runs on highly structured route systems 
allowing marketers to carefully target precise markets for their brand advertising (Varejes, 
1999: 10).  Belch and Belch (2001: 447) mention a few types of transit advertising such as: 
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• Inside cards – they cite an airline ticket holder that advertises a variety of products, 
which has the advantage of a captive audience and keeps the message in front of the 
passengers the whole time one holds the ticket. 
• Station, platform and terminal posters – includes floor displays, island showcases, 
electronic signs and other forms of advertising that appear in train or subway stations. 
 
• Retail Store Displays 
 
Retail advertising accounts for a significant percentage of all advertising expenditure 
(Engel et al, 1994: 300).  The company seeks a direct response, particularly when sales or 
special events are being promoted such as Valentine’s Day, Mothers’ Day and Fathers’ Day 
(Belch & Belch 2001: 207).  Kotler and Armstrong (1996: 451) refer to retail display as 
Point-of-Purchase (POP) advertising and describe this type of advert as mostly neglected 
by companies.  According to Leduc (2002: 24) POP advertising is more cost effective per 
thousand target shopper exposures than any other media.  He further mentions that POP 
advertising has the effect of a billboard, it prompts the consumer to recall a TV or 
magazine advertisement.  Advertisers spend an estimated $17 billion to promote their 
products in supermarkets and other stores with untypical media like displays, banners and 
shelf signs (Belch & Belch, 2001: 443).  
 
4.2.7 Cinema 
 
According to Ives (1999: 50) cinema is an integral part of the entertainment mix, pulling 30 
million enthusiasts every year.  Cinemark has shifted the focus from offering advertising on 
the big screen only to include sponsorship and buyer advertising.  Moerdyk (2000: 30) 
asserts that cinema is no longer sufficient enticement to market show movies, because of 
the invention of DSTV, VCR and others.  Contrary to that, Krawitz (1999: 15) is confident 
that the growth of new mega-plexes, where cinema advertising is taken to the people will 
ramp the number of cinema patrons in the coming years.  He adds that as audiences 
increase, so do advertising opportunities.  The Coca-Cola Company has frequently 
advertised the Cola classic brand in movie theaters (Belch & Belch 2001: 456).  They 
further mention that a survey conducted by the Disney Company showed that customers 
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were extremely irritated by advertising in movies, and that could result in many people not 
attending theaters/movies. 
 
4.2.8 Direct Marketing 
 
Direct Marketing uses various advertising media to interact directly with consumers, 
generally calling for the consumer to make a direct response (Kotler & Armstrong, 1996: 
437).  Sellers focus on smaller markets which allows them to offer a better match to 
specific consumer needs. Kotler and Armstrong (1996: 437) further mention that the 
growth of computer power and communication technology have allowed marketers to build 
better customer databases and communication channels to reach prospective customers. 
 
• Direct mail 
 
Leduc (2001: 46) mentions that direct mail is the most powerful and affordable method 
ever devised for reaching customers.  Direct mail marketing involves mailing of letters, 
advertisements, samples and foldouts to prospective customers.  Kotler and Armstrong 
(1996: 477) state that direct mail has proved very successful in promoting books, magazine 
subscriptions and insurance. According to Moerdyk (2001: 24) direct mail is targeted, 
measurable, goal-oriented, interactive, creative and affordable. Direct mail marketing also 
includes catalogue marketing that involves mailing of catalogues or brochures, to a select 
list of customers or made available in stores (Smith et al. 2000: 44).  Leduc (2001: 46) 
suggested that a company may gain the following benefits by using direct mail: 
• Reducing buyer’s remorse after their purchasing. 
• Developing a closer relationship with the customer. 
 
Coetzee (1994: 12) believes that educational institutions and most public sector 
organisations are effectively using brochures as an important promotional tool.  Direct mail 
can assist in acquiring new customers, generate additional sales from existing customers, 
build and maintain relationships and generate leads for the sales force (Moerdyk, 2002: 20). 
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• Telemarketing 
 
According to Lancaster and Reynolds (1999: 157) telemarketing is any measurable activity 
that creates and exploits a direct relationship between supplier and customer by the 
interactive use of the telephone.  Outbound telemarketing involves telephone selling, 
prospecting and improving customer response and retention (Engel et al. 1994: 449).  
According to Kotler and Armstrong (1996: 468) inbound toll-free 800 numbers are used to 
receive orders from television and radio advertisements, direct mail or catalogues as well as 
to channel customer complaints. 
 
• E-Mail 
 
E-mail offers greater advantage for small businesses, since it is cost-effective (Rockey 
2001: 22). It immediately attracts attention and guarantees the message gets read. 
 
• Trade Exhibitions 
 
Trade exhibitions are one of the best direct marketing tools.  Leduc (2002: 24) points out 
that at exhibitions one can see, hear, touch, smell and taste a product.  An exhibition is a 
place where all major players in a specific market sector meet (Addison, 2002: 25).   
Moerdyk (2002: 24) comments that the biggest advantage of exhibitions is that they 
involve concentrated marketing.  Most visitors are decision makers and are looking to buy.  
The research done on the effectiveness of exhibitions reveals that 80 percent of trade show 
visitors are personally involved in buying the products or services on show and 29 percent 
never see sales reps other than at exhibitions (Smith et al. 2000: 171).  
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4.2.9 Sales Promotion 
 
According to Shimp (1998: 442) sales promotion refers to the use of any incentive by a 
manufacturer or service provider to induce customers to buy a brand and to encourage the 
sales force to aggressively sell. The consumer-oriented sales promotions such as coupons, 
samples, premiums, cents-off deals, sweepstakes and prize promotions encourage 
consumers to be less brand loyal and purchase more on the basis of price and convenience 
(Belch and Belch, 2001: 528). They further assert that management uses consumer 
promotions to gain or maintain competitive advantage.  
 
4.2.10 Publicity, Public Relations (PR) and Sponsorship 
 
Publicity is the component of Public Relations, which is uncontrollable (Lancaster & 
Reynolds 1999: 171).  They further add that publicity has new value and should be well 
managed by the Public Relations Officer (PRO).  According to Ferriera (2002: 13) 
sponsorship has a strong PR component to it and firms can use it in a variety of ways.  
Publicity is received when one ploughs back to the community through sponsorship 
programmes. 
 
According to Engel (1994: 460) the purpose of PR is to inform the public about certain 
aspects of corporate policy or to cushion the effects of a corporate crisis. PR uses all the 
advertising media such as TV, press and direct mail to send copies of press releases to 
targeted audiences. Ferreira (2002: 14) mentions that PR should be used in the sponsorship 
mix to raise awareness, inform and educate, build trust, make friends, give the public a 
reason to support the event or programme, and create fan acceptance. According to Coetzee 
(1996: 2) PRO in educational institutions are involved in media placement, publicity and 
the organising of special events, such as open days, career exhibitions, school visits and 
business launches. 
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4.2.11  Instructional Materials 
 
Kotler and Armstrong (1996: 516) describe instructional materials as useful articles 
imprinted with an advertiser’s/company’s name mailed or distributed to customers as a gift 
or as informational material about the company.  Belch and Belch (2001: 450) claim that 
these articles are distributed for free.  The recipients don’t have to earn the material by 
making a purchase or contribution.  Erasmus (1998: 41) mentions that instructional 
materials are used for many promotional purposes such as: 
• To thank a customer for patronage. 
• To keep the name of the company in front of the customer. 
• To introduce new products or reinforcing the name of the existing company. 
 
4.2.12   Corporate Identity 
 
Corporate identity is described as any type of advertising designed to promote the 
oganisation itself rather than its products or services (Belch & Belch 2001: 600). It refers to 
the consistent use of distinctive colours, symbols, lettering, and layout on such tangible 
elements as signage, retail storefronts, vehicles, uniforms and stationery to provide a 
unifying and recognisable theme, linking all the firm’s operations (Kotler & Armstrong 
1996: 258).  According to Lancaster and Reynolds (1999: 160) major brands are instantly 
recognisable by their packaging and carries promotional messages as well as instructions 
and suggestions. 
 
4.4   CONCLUSION 
 
South African companies’ promotional expenditure depending on the industry sector and 
its target market served. No media owner can any longer works in isolation but has to work 
in conjunction with others in order to provide real value.  Lovelock (1996: 378) outlined a 
couple of promotional strategies that can be used effectively by South African companies.  
There is no doubt that all the above strategies have unique and important roles to play in 
the marketing mix and should be used wisely to target the correct audience. 
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The nature of the company, product, the cost of the media and target market determines 
which promotional tools to be implemented in certain institutions. The marketer of an 
organisation should understand the needs of the target market in order to satisfy those 
needs.  Constant evaluation of consumer behaviour related to a company’s brand will 
determine the success of the organisation. In the next chapter the researcher will be dealing 
with the research methodology, indicating how technical colleges in the Eastern Cape 
utilise promotional strategies. 
  
 
 
 
THE RESEARCH METHODOLOGY 
 
 
5.1 INTRODUCTION 
 
According to Leedy (1997: 5), research is a process where an attempt is made to answer 
questions, resolve problems or understand phenomena in a systematic manner and with the 
support of data. This process is normally referred to as the research methodology. Welman 
and Kruger (1999: 46) describe the research design as the plan in which the researcher 
engages participants and collects information from them by using scientific methods. 
 
The aim of this chapter is to describe the methods and techniques the researcher adopted in 
trying to resolve the problem, defined in Chapter One. This includes identifying the 
problem and sub-problem, literature study and collection and analysis of data.   
  
5.2 RESEARCH DESIGN 
 
The research design process adopted for this study included identifying the problem and 
breaking it down into sub-problems. The main problem and the sub-problems were 
identified in sections 1.2.1 and 1.2.2 of Chapter One. 
 
5.2.1 The Sample 
 
The research sample focused on three technical colleges within the government sector. 
These selected colleges are East-London College in East-London, Queenstown College in  
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Queenstown and Ezibeleni College in Ezibeleni in the Eastern Cape. The unit of analysis in 
the research is the stakeholders connected to each technical college.  
• Five current students of the selected technical colleges under study. 
• Five selected local businesses and five community members from each selected area. 
• Five staff and two management members of the selected technical colleges. 
• One representative each from the Department of Education and the Department of 
Labour.  
 
The research sample size was 68.  The researcher used representative sampling to 
determine the unit of analysis of the above Technical colleges. However, the size, 
complexity and the total number of the stakeholders involved were taken into account in 
order to give some uniformity to the sample. 
 
5.3 DEVELOPMENT AND STRUCTURE OF THE QUESTIONNAIRE 
 
The research will be limited to the FET Colleges with more than 300 students in the 
Eastern Cape Province.  The selected colleges are East-London College in East-London, 
Queenstown College in Queenstown and Ezibeleni College in Ezibeleni before any merger 
arrangements have been put in place. Five students, five staff members and two 
management members from each technical college will form the respondents to conduct the 
survey.  
 
The questionnaire was subjected to a detailed preliminary scrutiny and proofread.  
 
5.4      THE DESIGN OF THE QUESTIONNAIRE 
 
The questionnaire was kept as short and simple as possible in order to encourage response. 
The body of the questionnaire comprises of four sections. Section A deals with determining 
which promotional strategies the stakeholder group believed are important to technical 
colleges to attract new students. Section B deals with promotional strategies that are 
currently used in technical colleges according to the stakeholder group’s beliefs.  Section C 
tries to determine the feelings of the stakeholders in connection with the marketing of 
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technical colleges.  Section D includes other promotional strategies that the stakeholder 
group believes relevant but which are not mentioned in the other sections.  A 5-point Likert 
type scale is used to rank the answers and to determine the importance of promotional 
strategies at each FET College, as shown below. 
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5.4.1 Administration of the questionnaire 
 
The questionnaire was delivered to the three selected technical colleges (Public FET), to be 
completed by five academic staff members, five students and two management members 
from each college. The questionnaire was also delivered to five businesses, five community 
members from the area were each FET College is situated and two government 
representatives from the DoL and DoE.  The questionnaire was sent with the covering letter 
in Annexure B.  The answers obtained from the questionnaire will be used to develop a list 
of the most appropriate promotional strategies for Public FET Colleges in the Eastern Cape, 
as determined by the respondents.  Table 5.1 below is an example of the questionnaire that 
was sent to all respondents. 
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Table 5.1 The questionnaire to the Further Education and Training stakeholders 
 
PROMOTIONAL STRATEGIES 
 
QUESTIONNAIRE 
 
The researcher intends to investigate whether technical colleges are using effective 
promotional strategies to attract students.  The questionnaire also intends to identify 
which promotional strategies technical colleges (FET Colleges) are currently using in 
comparison to what business organisations are using with the aim to develop effective 
promotional strategies for technical colleges.  
 
The items should be ranked according to the scale given below: 
 
Rating Scale 
1 2 3 4 5 
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SECTION A 
 
Please indicate with a (x) to which technical college you are affiliated/connected. 
 
East-London   
Queenstown 
Ezibeleni 
Please indicate with a (x) which stakeholder group you represent: 
 
Department of Education (DoE) and Department of Labour (DoL) 
 
Management  Student  Staff  DoL  DoE  Community  Business  
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Rank those promotional strategies in terms of importance to you in attracting new 
students and increasing publicity of the FET institutions by placing a cross (x) in the 
appropriate space. 
 
No Media used in Promotional Strategies 1 2 3 4 5 
  Not at all important    Extremely important 
1 Newspapers advertising. 1 2 3 4 5 
2 Radio Advertising.  1 2 3 4 5 
3 
 
Corporate signature (logo, brandname 
and brandmark) 1 2 3 4 5 
4 Magazine advertising 1 2 3 4 5 
5 Mail advertising 1 2 3 4 5 
6 Internet advertising  1 2 3 4 5 
7 Posters 1 2 3 4 5 
8 Electronic displays 1 2 3 4 5 
9 Billboards 1 2 3 4 5 
10 Tele-sales (Telephone recruitment) 1 2 3 4 5 
11 Word of mouth (referral) 1 2 3 4 5 
12 Community involvement projects.  1 2 3 4 5 
13 Television advertising 1 2 3 4 5 
14 Good customer service offered 1 2 3 4 5 
15 College newspapers to stakeholders 1 2 3 4 5 
16 Personal selling (school visits)  1 2 3 4 5 
17 Public relations activities in enhancing institutional image. 1 2 3 4 5 
18 Promotional materials (diaries & Pens)    1 2 3 4 5 
19 Point of Purchase advertising 1 2 3 4 5 
20 Internal Student Newsletters 1 2 3 4 5 
21 Flyers /Knock ‘n Drop handouts 1 2 3 4 5 
22 Career exhibitions  1 2 3 4 5 
23 Business breakfast/launches  1 2 3 4 5 
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No Media used in Promotional Strategies 1 2 3 4 5 
  Not at all important    Extremely important 
24 Networking with other colleges 1 2 3 4 5 
25 Learnership programmes 1 2 3 4 5 
26 Hosting public events 1 2 3 4 5 
27 Cinema 1 2 3 4 5 
28 Electronic mail (e-mail) 1 2 3 4 5 
29 An open-day for the college 1 2 3 4 5 
30 Sponsoring community projects 1 2 3 4 5 
 
SECTION B 
 
 
 
 
 
1. Newspaper     
2. Television      
3. Radio advertisement   
4. Magazine 
5. Mailing to prospects     
6. Electronic advertising of courses 
7. Taxi advertising     
8. Posters 
9. Good customer/student service 
10. High pass rate/Reputation 
11. Word of mouth/referral 
12. School visits 
13. Internet 
14. Career Exhibitions    
15. Open-days for the college    
16. Business breakfasts/lunches   
17. Rendering of community service 
1 
4 
5 
6 
8 
9 
11 
7 
Please indicate with a X/Xs, which promotional strategy(s) are being used by your 
FET College (you can cross more than one item). 
2 
12 
13 
14 
15 
16 
17 
10 
3 
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18. Laws promulgated by the Government  
19. College Magazine     
20. College Newspaper 
21. Free handouts/Flyer advertising     
22. Sponsoring of community projects   
23. Bursaries granted to students 
24. Tele-sales (telephone recruitment) 
25. Point of Purchase/College promotions 
26. College Billboard (logo and the name) 
27. Brochures 
28. Learnership programmes 
 
SECTION C 
 
 
 
1. How much of the college’s fees should each FET College allocate to their 
marketing budget? 
 
                                                                                                                  
       (Other specify) 
 
2. How effective are the promotional strategies mentioned in Section B in reaching 
their target groups? 
1.1 Excellent   
1.2 Very good 
1.3 Good 
1.4 Fair 
1.5 Poor 
 
 
 
50% 
 
 
 
20% 30% 10%  
1.1 
28 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
1.2 
1.3 
1.4 
1.5 
Please indicate with an X which statement is 
most appropriate according to you. 
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3. Why would you recommend the FET/Technical College you are studying at or 
connected with? (you can choose more than one item) 
3.1 Quality Education 
3.2 Good facilities 
3.3 Preparation for employment 
3.4 Variety of courses 
3.5 Affordable fees 
3.6 Bursary facilities 
3.7 Acceptable qualifications 
3.8 Good relations with business community  
3.9 Good customer/student service 
3.10 Other (Specify) 
 
SECTION D 
Fill in other promotional strategies that you believe are relevant but not mentioned in 
Section A, B and C. 
No Promotional Strategies 
 
1  
 
2  
 
3  
 
4  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3.1 
3.10 
3.2 
3.3 
3.4 
3.5 
3.6 
3.8 
3.9 
THANK YOU VERY MUCH FOR YOUR TIME 
3.7 
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5.5 EXTENT OF RESPONSE 
 
 
In spite of the fact that the researcher delivered the questionnaires the completed forms 
took a long time to be collected because the businesses claimed that the timing was not 
good since they were busy closing their books. A follow-up by telephone was done to 
motivate the respondents who were outstanding to fax the completed questionnaire to the 
researcher.  A 100 percent response was received from all the stakeholders. 
 
5.6 ANALYSIS OF RESPONSE 
 
An analysis was done of the 68 responses including the three selected technical colleges, 
namely, Ezibeleni, Queenstown and East-London. Data was also collected from 
representative of the DoL, DoE, and business and community members from those areas.  
The business community and broader community members responded very well, 
expressing the hope that technical college will make a difference to the way people 
perceive them. The 5-point Likert scale type was altered to three ranking scales because the 
sample size was small and criteria used were very closely related.  For example “not 
important at all” was combined with “not very important” as the first rating and “very 
important” and “extremely important” were combined to form the third rating.  “Somewhat 
important” remained as the second rating. 
 
5.7 CONCLUSION 
 
The research questionnaire was developed directly from the literature study and included 
possible promotional strategies that are mostly used by many businesses.  These needed to 
be ranked according to the opinion of how they were applied in attracting new students and 
increasing the FET publicity.  As expected, the response received were very good since the 
researcher took a great deal of time to distribute the questionnaires personally and to try to 
explain the marketing terms where necessary. The telephone follow-up also contributed to 
the high percentage of returns.   
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In the next chapter, a detailed statistical analysis of the responses are given.  Each 
promotional strategy will be statistically analysed, ranked and related to the literature study. 
 
 
 
 
 
THE ANALYSIS, INTEPRETATION AND INTEGRATION OF THE 
RESULTS OF THE EMPIRICAL SURVEY 
                                                                                                                                                            
 
6.1 INTRODUCTION 
 
In order to determine what promotional strategies technical colleges use and what 
promotional strategies are appropriate for marketing technical colleges, a number of 
statistical calculations were applied to the response.  Microsoft Excel (1998) statistical 
functions were used to calculate the percentages and weigh the totals of the response.  
With the assistance of graphs comparisons were also drawn to determine the extent of 
concurrence between the various categories of responses. 
 
This chapter commences with a quantitative analysis of Section A of the questionnaire, 
which will include the examination of the relative importance given to each promotional 
strategy by the overall response. The results obtained were analysed using the weighted 
totals and percentages to rank the promotional strategies in their order of importance 
according to the stakeholders and to demonstrate the degree to which respondents 
concur.  A comparison of the response of the different stakeholders was made and 
thereafter the relative importance of the promotional strategies to each stakeholder was 
examined. The third comparison was between the different stakeholders’ opinion of 
what promotional strategies they believe technical colleges are currently using in 
relation to the literature study.  A comparison is drawn using weighted totals, 
percentages and bar and column graphs. Stacked column graphs is used to compare how 
each stakeholder group view promotional strategies in promoting the FET sector. 
 
The chapter will conclude with a qualitative analysis of the results of Section C and D, 
which will be analysed by using percentages. 
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6.2 OVERALL RESPONSE ANALYSIS 
 
The overall response to the questionnaire are summarised in Annexure C and were used 
to develop Table 6.1 below, which tabulates promotional strategies in order of 
importance according to the questionnaire, which was altered to a 3-point Likert type 
scale. The weighted totals were derived from the scale, which identified the three 
categories on the criteria of “not important” to “very important”.  The percentages and 
weighted totals were used to determine the strength of the promotional strategy as 
ranked by each stakeholder group.  The bar graph was used to indicate which 
promotional strategy was weighted more than the others. 
 
Table 6.1, was drawn up to show all the promotional strategies in their order of 
importance according to all stakeholders.  The higher the weight of each strategy the 
higher the rating received.  Below is a list of the top ten promotional strategies, which 
the stakeholders identified as most important in promoting the FET Colleges in the 
Eastern Cape Province as illustrated in Annexure C. 
 
• Newspapers, 
• Good customer service, 
• School visits, 
• Word of Mouth, 
• Career Exhibitions, 
• Community Involvement, 
• Learnership programmes, 
• Networking, 
• Radio and 
• College Newspapers 
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6.2.1. Response Analysis 
 
The table below analyses the overall number of responses per promotional strategy of 
all the stakeholders and expresses them as a percentage. 
 
Table 6.1 The overall response analysis, including ranking and weighted totals 
of each promotional strategy, in descending order. 
 
MEDIA USED IN 
PROMOTIONAL 
STRATEGIES 
N
ot
 
im
po
rt
an
t 
So
m
ew
ha
t 
im
po
rt
an
t 
V
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y 
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t 
PERCENTAGE 
 
W
E
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H
T
E
D
 
T
O
T
A
L
S 
R
A
N
K
IN
G
 
  1 2 3 1 2 3   
1 Newspapers 2 7 59 2.94% 10.29% 86.76% 193 1 
14 Good service offered 2 8 58 2.94% 11.76% 85.29% 192 2 
16 School visits 4 5 59 5.88% 7.35% 86.76% 191 3 
11 Word of mouth 3 8 57 4.41% 11.76% 83.82% 190 4 
22 Career exhibitions 3 10 55 4.41% 14.71% 80.88% 188 5 
12 Community involvement 3 12 53 4.41% 17.65% 77.94% 186 6 
3 Learnership programmes 4 11 53 5.88% 16.18% 77.94% 185 7 
24 Networking 5 12 51 7.35% 17.65% 75.00% 182 8 
2 Radio 7 9 52 10.29% 13.24% 76.47% 181 9 
15 College newspapers 3 21 44 4.41% 30.88% 64.71% 177 10 
17 Public relations 3 23 42 4.41% 33.82% 61.76% 175 11 
29 Open days 10 14 44 14.71% 20.59% 64.71% 170 12 
30 Sponsorship 10 18 40 14.71% 26.47% 58.82% 166 13 
25 Corporate image 13 13 42 19.12% 19.12% 61.76% 165 14 
26 Hosting public events 10 20 38 14.71% 29.41% 55.88% 164 15 
7 Posters 12 18 38 17.65% 26.47% 55.88% 162 16 
18 Promotional material 15 19 34 22.06% 27.94% 50.00% 155 17 
20 Student newsletters 22 17 29 32.35% 25.00% 42.65% 143 18 
21 Flyers 21 26 21 30.88% 38.24% 30.88% 136 19 
4 Magazines 22 25 21 32.35% 36.76% 30.88% 135 20 
28 E-mail 27 17 24 39.71% 25.00% 35.29% 133 21 
19 POP advertising 26 20 22 38.24% 29.41% 32.35% 132 22 
13 Television 32 12 24 47.06% 17.65% 35.29% 128 23 
23 Business breakfast 28 20 20 41.18% 29.41% 29.41% 128 24 
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MEDIA USED IN 
PROMOTIONAL 
STRATEGIES 
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 1 2 3 1 2 3   
5 Mail 26 26 16 38.24% 38.24% 23.53% 126 25 
9 Billboards 31 17 20 45.59% 25.00% 29.41% 125 26 
6 Internet 34 13 21 50.00% 19.12% 30.88% 123 27 
8 Electronic displays 38 13 17 55.88% 19.12% 25.00% 115 28 
10 Tele-sales 45 17 6 66.18% 25.00% 8.82% 97 29 
27 Cinema 52 13 3 76.47% 19.12% 4.41% 87 30 
Source:  Results obtained from the analysis of section A of the questionnaire 
 
The weighted totals shown in Table 6.1 above range from 193 to 87.  The top ten 
promotional strategies with the highest percentages revealed the importance the 
stakeholder groups attaches to those promotional strategies in promoting the FET 
Colleges and indicate agreement with the literature study.   
 
6.3  RESPONSE, CATEGORY ANALYSIS, COMPARISON AND 
INTEGRATION 
 
6.3.1     Introduction 
 
The response, which revealed the areas where the stakeholders differ in their opinion in 
ranking promotional strategies in order of importance, will be discussed using Table 
6.2.  Table 6.2 below, revealed that all the categories of response analysed, namely: 
students, staff, management, businesses, community members and two government 
officials from the DoL and DoE, agreed on the importance of promotional strategies 
used by the private sector and the FET Colleges.  Other promotional strategies, used in 
the private sector were considered by the respondents as not suitable for promoting the 
FET Colleges.  Each promotional strategy response will be discussed and analysed in 
relation to what the literature study revealed. The five least important promotional 
strategies according to the stakeholders, will be combined and discussed together. 
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Table 6.2 Ranking of each promotional strategy by the stakeholders compared 
to the overall response 
 
MEDIA USED IN PROMOTIONAL 
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NO Promotional strategy RANKING PER CATEGORIES 
1 Newspapers 1 11 2 2 2 1 1 1 
14 Good service offered 2 1 7 3 4 1 1 1 
16 School visits 3 1 2 9 9 5 1 1 
11 Word of mouth 4 1 7 4 3 5 1 1 
22 Career exhibitions 5 6 1 4 7 5 1 15 
12 Community involvement 6 6 7 4 7 4 1 1 
3 Learnership programmes 7 11 2 8 4 11 15 1 
24 Networking 8 15 7 1 11 1 15 15 
2 Radio 9 6 2 1 12 14 1 15 
15 College newspapers 10 1 11 10 15 5 1 1 
17 Public relations 11 1 2 13 9 17 1 1 
29 Open days 12 15 15 16 6 11 15 15 
30 Sponsorship programmes 13 15 14 14 12 5 15 1 
25 Corporate identity 14 11 11 14 16 16 1 15 
26 Hosting public events 15 6 16 10 23 10 15 1 
7 Posters 16 11 17 18 9 15 1 1 
18 Promotional material 17 20 14 10 27 10 15 15 
20 Student newsletter 18 15 17 19 26 18 28 15 
21 Flyers 19 6 19 23 19 28 15 15 
4 Magazines 20 27 22 21 19 19 15 1 
28 E-mail 21 23 29 16 16 22 15 15 
19 POP advertising 22 15 21 22 25 23 28 15 
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MEDIA USED IN PROMOTIONAL 
STRATEGIES 
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NO Promotional strategies RANKING PER CATEGORIES 
13 Television 23 27 26 20 16 23 15 1 
23 Business breakfast 24 20 22 25 22 21 28 15 
5 Mail 25 24 24 27 12 25 1 1 
9 Billboards 26 20 25 23 23 23 1 1 
6 Internet 27 24 27 25 19 20 1 15 
8 Electronic displays 28 24 20 29 28 25 1 1 
10 Tele-sales 29 29 27 28 29 30 15 1 
27 Cinema 30 30 30 30 30 29 15 15 
      Source: Results obtained from the analysis of Section A of the questionnaire 
 
6.3.1.1 Newspapers 
 
Rockey (2001: 31) categorises newspapers as printed media, which is mostly preferred 
by small, medium and large businesses for advertising.  The findings concur with this 
fact by revealing that newspapers ranked number one with all stakeholders of the FET. 
The overall response of 87 percent indicated that newspapers are deemed the most 
important.  According to Shimp (1998: 324) for many consumers, newspapers are the 
primary source of product information.  All the stakeholders, as shown in Table 6.2 
below, ranked newspapers one and two with the exception of management which 
ranked it number 11.  The individual stakeholder analysis revealed that 67 percent of 
management viewed newspapers as most important in promoting the FET Colleges. A 
bar graph presentation, in Annexure C reveals how stakeholders perceive promotional 
strategies with the use of the weighted totals.  Belch and Belch (2001: 266) pointed out 
that most businesses, big or small take advantage of newspapers because of the cost 
effectiveness in reaching the target market.  Addison (2000: 12) asserts that the Indian 
National Readership Study revealed that readership of printed media, especially 
newspapers, has increased by 10 percent in the past two years. 
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6.3.1.2 Good Customer Service 
 
The findings overall, revealed in Table 6.1 above rated customer service number two 
with a weighted total of 192.  The study also revealed that stakeholders as clients 
demand good customer service.  Management ranked customer service number one, 
higher than the overall ranking indicating that management is serious about delivering 
good service to students and to the public in order to promote the reputation of their 
colleges.  Lovelock (1996: 491) pointed out that superior customer service is built on 
long-term relations.  
 
6.3.1.3 School Visits 
 
School visits is regarded as one of the most important tools to market the FET as shown 
in  Table 6.1, which rated it number three in terms of importance in the overall ranking 
with 83 percent and its carried weighted total of 191.  In terms of being perceived as 
very important in reaching the correct target market, especially local schools, this 
strategy performs well in the overall ranking.  School visits is the form of personal 
selling which Coetzee (1994: 118) refers to as an effective promotion to prospective 
learners which requires professional skills, money and time to develop. To 
management, the businesses, the DoL and the DoE school visits ranked number one in 
terms of importance.  Although they ranked it number nine, 80 percent of students do 
perceive school visits as very important. The community ranked it five below the 
overall rating, with 86 percent of community members viewing school visits as very 
important in attracting new learners to the FET, as illustrated in Annexure D. 
 
6.3.1.4  Word of mouth  
 
All the stakeholders perceived word of mouth very important as shown in Table 6.2. 
The overall ranking for word of mouth was four, placing it among the top ten 
promotional strategies.  Management as well as the DoE and DoL ranked word of 
mouth one.  It concurs with Cafferkry (1996: 1) as he refers to word of mouth as the 
most powerful form of business development, harnessing personal communication 
energy, which speaks for the company and attract new customers.  It is suggested by 
Smit et all (2000: 171) that businesses should develop word of mouth marketing plans 
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in order to effect positive word of mouth.  Good customer service results in positive 
word of mouth. 
 
6.3.1.5  Career Exhibitions   
 
The overall response shows that career exhibitions is considered an important tool for 
marketing the FET by rating it number five. With the exception of the DoL who ranked 
it number 15 indicating it as somewhat important. Rockey (2001: 31) indicated that an 
exhibition of any kind involves prospective clients personally and creates an 
opportunity for the salesperson to interact with the clients.  More than 80 percent of the 
stakeholders indicated that career exhibitions are very important and should occur 
annually. 
 
6.3.1.6  Community Involvement 
 
The findings overall ranked community involvement number six.  The management 
findings share the same rating with the overall findings.  Annexure D reveals also that 
community involvement is very important to all stakeholders since more than 50 
percent of the stakeholders ranked it very important.  The management of the FET 
Colleges ranked community involvement as 83 percent and 17 percent rated it 
somewhat important. The management of technical colleges indicates their commitment 
to social responsibility that will generate publicity for their institutions, as supported by 
Ferreira (2002: 13) that ploughing back to the community generates publicity. 
 
6.3.1.7 Learnership programmes 
 
The overall rating of learnership programmes offered, indicated that this type of 
promotional strategy is very important to this dispensation. All the respondents rated 
learnerships among the top ten important strategies identified for FET Colleges.  
Learnership programmes market business community and concurs with 80 percent of 
the business community members perceiving learnership programmes as very important 
for increasing the skills of their employees.  
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6.3.1.8  Networking with other Colleges 
 
Networking ranked number eight in the overall response of the stakeholders of the FET.  
Students and community members ranked networking number one as they feel it is 
important to be informed of what other people are doing so as to stay competitive.  
Networking cost very little and reaches customers through friends, family, neighbours 
and co-workers (Stone 2000: 55).  Management ranked networking number 15 
indicating that 50 percent perceived it as very important and 50 percent considered 
networking to be somewhat important. Staff members strongly perceived networking as 
a powerful marketing tool as revealed by 73 percent of staff rating it number seven, 
higher than the overall ranking.  
 
6.3.1.9  Radio 
 
The findings indicated that radio advertising ranks number nine, which revealed that 77 
percent of respondents regard the radio as an important media in reaching both local 
clients/students and national students.  Businesses and community members however, 
rate radio below the top ten most important promotional strategies. The DoL ranked 
radio number 14.  Addison (2001: 21) views radio as highly specialised programming 
appealing to a very narrow segment of the population, which concurs with the rating it 
received by management, the DoL and the community members. 
 
6.3.1.10 College Newspapers distributed to stakeholders 
 
As indicated in the literature printed media has gained increased popularity. According 
to Addison (2001: 20) newspapers for many students are the source of all type of news. 
This  indicates that the readers are actively searching for information and it has gained 
readership by 10 percent in the past two years (Ives, 2001: 20).  College newspapers 
ranked 10 in the overall response, with the category response of the FET staff placing it 
at just number 11, just below the ratings of the top 10 strategies mentioned above. 100 
percent of management ranked college newspapers number one as they perceive them 
as powerful instructional material that keep the stakeholders informed about college 
developments all the time. 
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6.3.1.11 Public Relations (PR) 
 
PR received the overall ranking number 11.  PR is viewed very important by 62 percent 
of all the stakeholders of the FET. The stakeholder categories revealed that 100 percent 
of management indicated that PR activities are very important in improving the image 
of the institution. Students indicated by 67 percent that PR is very important in the FET 
to create good relations with the public the college serves.  According to Coetzee (1999: 
2) PRO in educational institutions are involved in media placement and organising of 
special events, such as open days, career exhibitions, school visits and business lunches.  
The response from the community members ranged PR only 40 percent with a ranking 
of 17.  That contradicts with the literature study which portrays PR as a powerful tool to 
forge links with all stakeholders with the aim to improve the company’s image.  
Management of the FET believes that PR can be a good platform to inform the 
community about the FET’s mission and purpose in the education sector. 
 
6.3.1.12 Open days and Sponsorship programmes 
 
The overall response ranking for sponsoring was 13 and for open days 12.  It indicates 
that stakeholders perceive open days as somewhat important as well as sponsoring the 
community programmes.  The business community ranked open days 6 and sponsoring 
12  indicating that a business that wants publicity and sharing of information with 
stakeholders must organise open days.  67 percent responded “very important” to open 
days and 47 percent indicating “somewhat important” to sponsorships. The community 
members ranked 11 in terms of perceiving open days as important and students ranked 
6.  The community perceives sponsorships as very important as they ranked it five and 
confirmed it by 80 percent viewing it as very important in marketing the FET colleges. 
 
6.3.1.13 Corporate Identity and Hosting Public Events 
 
Hosting public events, such as inviting stakeholders to attend graduation ceremonies, 
can increase awareness of the FET. Hosting public events ranked number 15 in terms of 
importance.  Management response ranked hosting public events number six with 83 
percent of management perceiving hosting public events as very important in marketing 
the FET College. The overall response ranking of corporate image was number 14.  
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Management and staff respondents both ranked hosting public events number 11.  83 
percent of management perceive corporate identity to be very important.  Without a 
name, a logo and buildings the community cannot be able to identify the company. That 
concurs with Lancaster and Reynolds (1999: 160) that major brands use corporate 
identity to gain a competitive advantage. 
 
6.3.1.14 Posters 
 
Posters received an overall rating of 16, which indicates the dilemma the stakeholders 
have in determining whether posters are important or not.  The businesses, with 53 
percent, perceive posters as important since they can be noticed by the target market. 
Compare this to the DoL and DoE that ranked posters as number one.  Moerdyk (2001: 
23) agreed with the overall ranking stating that posters are largely dependent on the 
population density of the targeted area. Smit et al (2000: 320) believes that big brand 
advertisers can use posters effectively by integrating them with all other promotional 
strategies.  60 percent of the community felt posters are very important in attracting 
people to a specific institution. 
 
6.3.1.15 Promotional Material and Point of Purchase (POP) 
 
The findings overall revealed promotional material as number 17. The business 
community ranked it number 27 and all other stakeholders ranked promotional material 
lower than the top ten promotional strategies. This is with the exception of students and 
the community who ranked it number 10 indicating the importance they attach to 
promotional material such as T-shirts, pens, calendars, coupons, competitions etc.  73 
percent of students feel it will be wise for the FET to use promotions.  Belch and Belch 
(2001: 543) supports the views of the students and community by indicating that 
management use customer’s promotions to attract more students or to convince 
customer's to switch to their products and to gain a competitive advantage.  Also, 
consumers can switch from one institution to another because of better deals and 
convenience. Contrary to Smith et al. (2000: 15) businesses perceive promotions as a 
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temporary measure which is time consuming and costly. This is supported by 47 percent 
of the business community regarding promotional material as not very important.   
POP advertising ranked very low with all the stakeholders with its overall ranking at 
number 22.  Management ranked it number 15, with 67 percent indicating that POP is 
very important as shown in Annexure D.  Lancaster and Reynolds (1999: 50) supported 
the management that POP advertising is more cost-effective per thousand target shopper 
exposures than any other media and has an effect of a billboard. 
 
6.3.1.16 Student newsletters 
 
Findings overall for student newsletters was number 18.  All the stakeholders ranked 
student newsletters below number 15, with the exception of students. Annexure D 
revealed that 40 percent of students regarded student newsletters very important even if 
students’ overall ranking was number 15.  Belch and Belch (2001: 419) claimed that 
printed media especially newspapers, reaches more than 1 300 colleges students. 
 
6.3.1.17 Flyers/Free Handouts 
 
Flyers are regarded as printed media, which is distributed free of charge to all 
community members to keep them informed about any development in the industry.  
The overall ranking obtained from all the stakeholders revealed that fliers ranked 
number 19 with management ranking flyers number six with 83 percent perceiving 
flyers to be very important.  It revealed that management still believes in printed media 
as an important and cost effective way to reach the target market.  The community 
members ranked flyers number 28, which is the lowest ranking with only 20 percent 
indicated it as very important, 33 percent somewhat important and 47 percent indicated 
not very important.  Skinner et al. (1999: 122) supported the findings that knock-and-
drop pamphlets are mainly suitable for distribution in the urban areas. 
 
6.3.1.18 Magazines 
 
Magazines ranked 20 in the overall response. This finding contradicts Belch and Belch 
(2001: 379), as they indicate that more companies advertise in magazines than in any 
other medium because they appeal to every type of consumer in term of demographic, 
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lifestyle, activities, interest and fascination. The DoE ranked magazines number one as 
they are perceived important in marketing the FET due to the fact that learners are 
inquisitive and always search for more information.  Magazines are viewed by 
stakeholders as an expensive way of marketing the FET Colleges.  
 
6.3.1.19 Internet and E-Mail 
 
The Internet and e-mail also received low ratings at number 27 and 21 respectively from 
the overall response.  This agrees with Belch and Belch (2001: 480) who indicate that it 
is still only a small percentage of the population of South Africa who have access to the 
Internet and e-mail. That limits the target market of the FET to a more elite group of 
people who might not be interested in the FET. Despite the cost effectiveness in 
reaching the target market through e-mail, it is not effective for the FET Colleges in the 
disadvantaged areas.  This concurs with Levy (2001:36) who indicates that limited 
telecommunications infrastructure is one of the challenges of running an e-business in 
Africa.  
 
6.3.1.20 Television (TV) 
 
Television ranked 23 from the overall response, indicating that TV is a less important 
marketing tool for the FET Colleges.  Contrary to that the business community ranked 
TV 16 with 47 percent indicating that TV advertising is very important because of the 
advantages attached to it, such as mass targeting.  All other stakeholders are of the view 
that FET Colleges are specifically targeting communities around them, therefore they 
need to use local advertising not national media which are very expensive and 
sophisticated.  This is supported by the community considering TV not important at all 
with 60 percent. TV advertising is mostly suitable for big businesses with large 
marketing budgets as supported by the findings of the business community (Reid, 1998: 
32).  50 percent of management and 67 percent of staff revealed that TV is also not 
important at all as tabulated in Annexure D.  
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6.3.1.21 Business Breakfasts/lunches 
 
To improve their relations with businesses the FET should promote their courses 
offered to the business community and the DoL should play a major role to strengthen 
that relationship by monitoring the activities of businesses to see whether they are in 
line with the policy of the country.  The overall response ranked business breakfasts at 
number 24 and all the categories of stakeholders’ ranking were in the twenties 
indicating that business breakfasts, as a promotional tool is not very important.  
Contrary to that, 50 percent of management response believes business breakfasts are 
very important.  Only 27 percent of the business community response perceived 
business breakfasts as important and 47 percent perceived it somewhat important. The 
FET sector has to play an important role in building good relations with businesses. 
 
6.3.1.22 Mail Advertising 
 
Findings overall revealed that mail advertising ranked only 25.  This reveals that 
respondents are not interested either in reading mail or using mail to market their 
institutions.  The DoL and the DoE considered this strategy very important since the 
stakeholders are informed by mailing of brochures and catalogues about the new 
developments of the institution.  Contrary to that, Moerdyk (2001:24) views direct 
mailing as goal-oriented, interactive, creative and an affordable way of reaching 
prospects. 
 
6.3.1.23 Billboards 
 
Billboards received the lowest rating of 26, which indicated that for the FET Colleges 
billboards are not important.  Only the DoL and DoE indicated that billboards can be 
effectively used by the FET to market them since billboards can provide direction and 
more information.  Addison (2000: 17) believes that billboards are easily noticed 
because they drive home brand identity better than any other tool.  Engel et al (1994: 
299) supports the views of the FET stakeholders that big billboards advertising are 
costly and can only be afforded by big companies.  Furthermore, Moerdyk (2002: 20) 
estimated that more than R50 million is spent on electronic billboards. 
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6.3.1.24 Electronic displays 
 
Findings overall revealed its rating at number 28, which revealed that all the 
stakeholders regarded electronic displays “not important at all” with the exception of 
the DoL and DoE who perceive electronic displays as very important.  Findings overall 
of the DoL and DoE placed electronic displays at number one.  This concurs with Engel 
et al. (1994: 299) who indicate that electronic billboards are able to change the message 
and are a more attention-getting medium. 
 
6.3.1.25 Cinema and Tele-sales 
 
Tele-sales ranked 29 in the overall response ranking.  Management response also 
ranked tele-sales 29 with 83 percent indicating it is not important as they are viewed as 
costly which concurs with the findings from the community who rated tele-sales 
number 30 with 86 percentage ranking it as not important.  60 percent of students 
indicated that tele-sales are not important.  Kotler and Armstrong (1996: 468) 
contradicted the findings of the stakeholders, indicating that telemarketing creates and 
exploits a direct relationship between suppliers and customers as through the use of toll-
free numbers customers are able to raise their concerns.  In all rankings cinema ranked 
number 30 with the exception of community that ranked cinema number 29. The 
stakeholders concur with Moerdyk (2000: 23) who believes that cinema is no longer 
sufficient enticement to market with the invention of DSTV, VCR and others.  The DoL 
and DoE ranked cinema number fifteen indicating that cinema could be important for 
marketing the FET College if integrated with other promotional strategies.  
 
6.4 THE CURRENT PROMOTIONAL STRATEGIES USED BY THE FET  
IN THE THREE SELECTED COLLEGES 
 
6.4.1 Introduction 
 
The response from the three selected colleges are combined and categorised according 
to stakeholder groups to indicate what promotional strategies are currently in use. Table 
6.3 below indicates which promotional strategies from the list are currently used in the 
FET Colleges.  Percentage is used to compare which stakeholder group uses certain 
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promotional strategies in their FET Colleges.  The percentage is calculated from the 
twenty-eight listed strategies to determine which strategy is mostly used by which 
stakeholder group.  The stacked graph is also used to compare the relationship of each 
strategy, as identified by different stakeholders as shown in Annexure F. 
 
6.4.1.1  Strategies that are currently used by the FET Colleges 
 
Table 6.3 below will form the basis for the discussion on the promotional strategies  
currently used as identified by the respondents.  The promotional strategies, which are 
not in place and are shown with a 0 in Table 6.3 and are not shown graphically in 
Annexure F.  From the findings a list of suggested promotional strategies to market the 
FET effectively will be developed. 
 
Table 6.3 Promotional strategies currently used in the FET, according to each 
stakeholder group in percentages. 
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1 Newspapers 5 6% 13 8% 14 8% 10 13% 14 11% 1 7% 1 6% 
2 Television 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 
3 Radio Advertising 4 5% 9 6% 13 8% 4 5% 10 8% 1 7% 1 6% 
4 Magazines 1 1% 5 3% 4 2% 3 4% 2 2% 0 0% 0 0% 
5 Mail 0 0% 5 3% 3 2% 2 3% 1 1% 1 7% 0 0% 
6 Electronic 
advertising 
0 0% 3 2% 0 0% 0 0% 0 0% 0 0% 0 0% 
7 Taxi advertising 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 
8 Posters 4 5% 4 3% 6 4% 3 4% 7 5% 1 7% 1 6% 
9 Good service 4 5% 9 6% 10 6% 8 11% 8 6% 1 7% 1 6% 
10 High Pass 4 5% 8 5% 10 6% 2 3% 8 6% 1 7% 1 6% 
11 Word of mouth 6 8% 13 8% 14 8% 13 17% 12 9% 1 7% 1 6% 
12 School visits 6 8% 12 8% 15 9% 5 7% 8 6% 1 7% 1 6% 
13 Internet 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 1 6% 
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14 Career exhibitions 6 8% 11 7% 12 7% 1 1% 6 5% 1 7% 0 0% 
15 Open days 2 3% 5 3% 3 2% 1 1% 3 2% 0 0% 0 0% 
16 Business breakfasts 1 1% 2 1% 1 1% 0 0% 2 2% 0 0% 0 0% 
17 Community service  3 4% 4 3% 4 2% 1 1% 7 5% 1 7% 1 6% 
18 Laws by 
government 
0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 
19 College  Magazine    1 1% 3 2% 3 2% 2 3% 2 2% 1 7% 1 6% 
20 College Newspapers 6 8% 7 4% 11 6% 1 1% 3 2% 1 7% 1 6% 
21 Flyers 4 5% 4 3% 5 3% 3 4% 6 5% 0 0% 1 6% 
22 Sponsorship 
programmes 
1 1% 2 1% 0 0% 1 1% 2 2% 0 0% 0 0% 
23 Bursaries 4 5% 8 5% 7 4% 2 3% 5 4% 0 0% 1 6% 
24 Telesales 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 
25 POP Advertising 3 4% 4 3% 6 4% 1 1% 2 2% 0 0% 0 0% 
26 College Billboards 6 8% 12 8% 11 6% 7 9% 10 8% 1 7% 1 6% 
27 Brochures 6 8% 13 8% 14 8% 4 5% 11 8% 1 7% 1 6% 
28 Learnership 
programmes 
2 3% 3 2% 5 3% 1 1% 2 2% 1 7% 1 6% 
Source: Results obtained from the analysis of Section B of the questionnaire as shown 
in Annexure E. 
 
Table 6.3 above reveals the following the findings: 
  
• Management of the FET Colleges prefer using word of mouth to market their 
institution as revealed by the 8 percent it received compared to other media listed in 
the questionnaire.  Career exhibitions, college newspapers, school visits, brochures 
and college billboards were all rated 8 percent and are mostly used. Radio, college 
newspapers, posters, good customer service, high pass rate, free handouts and 
bursaries were all rated 5 percent in comparison to other promotional strategies. 
Community service offered, and point of purchase advertising received four percent. 
Learnerships, and open days are revealed at 3 percent.  Magazines, business 
lunches, college magazines and sponsoring programmes received 1 percent of the 
overall strategies mentioned.  
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• Students attached 8 percent to the use of word of mouth, school visits, newspapers, 
and brochures. The career exhibition was 7 percent, good customer service and 
radio advertising were 6 percent.  High pass rates and bursaries were 5 percent.  
Magazines, mail, open days, free handouts and point of purchase advertising were 
allocated 3 percent. The lowest percentages between 1 and 2 were allocated to 
electronic display, business lunches, sponsoring programmes and learnerships as 
shown in Table 6.3.  
 
• Findings according to the academic staff were that the FET College mostly is using 
the following media to promote their institutions: school visits received 9 percent, 
and these were allocated the same 8 percent: newspapers, radio, word of mouth and 
brochures.  Career exhibitions received 7 percent.  College newspapers, high pass 
rates, good customer service and college billboards were allocated the same 
percentage of 6.   The academic staff awarded 4 percent to the following strategies: 
posters, bursaries and P.O.P. advertising.  Learnership programmes received 3 
percent when compared with other strategies and share the same 3 percent as 
management.  Magazines, mail, open days, community service offered and college 
magazines were allocated 2 percent as compared to other promotional strategies. 
 
• The business community awarded word of mouth 17 percent as compared to other 
promotional strategies, which clearly indicated that businesses happen to know 
about the FET by hearing other people talking about it.  Furthermore, the business 
community allocated 13 percent to newspapers indicating that the FET Colleges 
mostly promote their institutions through newspapers. Good customer service 
received 11 percent indicating that the FET Colleges are known because of good 
customer service they offer to the business community. 9 percent was awarded to 
college billboards as the way the FET Colleges market their institutions to the 
businesses and 7 percent to school visits.  The business community allocated 5 to 2 
percent to the following strategies: Radio advertising, brochures, magazines, flyers, 
posters, college magazines, mail, high pass rates and bursaries respectively.  The 
lowest percentage of 1 was allocated to learnerships, P.O.P advertising, sponsoring 
programmes, college newspapers, community services rendered, open days and 
career exhibitions. 
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• The broader community allocated 11 percent to newspapers as the media mostly 
used by the FET Colleges.  Word of mouth and radio allocated the highest 
percentage of 9. Brochures, radio, and college billboards received the same 8 
percent.   Between 6 and 5 percent were given to the following strategies: good 
customer service, posters, high pass rate school visits, free handouts/flyers, 
community service and career exhibitions. Between 4 and 2 percent were allocated 
to the following strategies: bursaries, magazines, sponsoring, open days, mail, 
college magazines, college newspapers, POP and learnership programmes. Mail 
advertising was allocated only 1 percent, which revealed that the FET College is 
using mailing advertising very seldom. 
 
• The DoL and DoE revealed that all the promotional strategies listed in the above 
Table 6.3 are used by the FET, with the exception of mail which only the DoE 
believe is being used by the FET.  The DoL revealed that career exhibitions to their 
knowledge is not used as revealed by 0 percent. The findings revealed that the DoL 
is aware that the FET Colleges award merit bursaries to students and that colleges 
distribute free handouts. 
 
The data in Table 6.3 clearly revealed that the FET does not use certain promotional 
strategies. Those strategies are identified as 0 percent on the Table and as blank spaces 
in Annexure F from the stacked bar graph. The stacked bar graph in Annexure F reveals 
clearly which of the promotional strategies are in place and those, which are not, and 
the degree to which each stakeholder accepts the use of each promotional strategy. The 
following are the strategies, which are not in place in the FET Colleges 
 
• Electronic and Taxi advertising  
 
According to Addison (2001: 22) through the use of outdoor advertising, either taxi or 
other forms, the company will be reaching 18.4 million economically active commuters. 
He adds that electronic advertising is eye catching, informative and able to adapt the 
message to suit the target market. 
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• Television and Internet 
 
Despite the disadvantages of using television, TV offers many advantages such as 
coverage and cost effectiveness and greater selectivity in terms of geographic coverage, 
more persuasive and attention (Belch and Belch 2001: 468). It is mostly more appealing 
to the younger generation and encourages them to be creative and inquisitive. TV 
advertising is a source for word of mouth, which generates networking advertising 
(Shimp1998: 337). In most developed countries the Internet is the most efficient and 
economical way of advertising.  Addison (2002: 13) stresses that the Internet is also 
growing very fast in South Africa and marketers should take advantage of that as many 
people become computer literate. The FET Colleges are advised to make use of the 
advantages of using TV advertising to reach the youth since TV programmes are mostly 
targeted at the youth (Williams 2000: 10). 
 
• Telesales 
 
Findings revealed that telesales is not currently used by the FET Colleges as the 
respondents viewed telesales as the most expensive way of marketing.  If used wisely 
and strategically telesales can market the company effectively (Moerdyk 2001: 20). 
Belch and Belch (2001: 485) mentions that telesales is a very big industry and still 
growing. According to William (2000: 10) over 250 000 fully fledged call centres are in 
place around the world to solve customer problems and complaints.  He further 
mentions that winning companies are customer-centric and know that superior customer 
service offers the only sustainable route to wealth creation. 
 
• Laws by government 
 
All stakeholders indicated 0% to initiatives of the government to promote the FET. All 
the stakeholders including the DoE and DoL, believe that the government is doing 
nothing to promote the FET Colleges. The government has introduced the Skill 
Development Act including learnership programmes to improve the relationship 
between the DoE and DoL with the aim of marketing the FET to the business 
community (Asmal 2001:4). 
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Findings revealed the top 10 current strategies that are used in the FET Colleges 
according to the respondents as follows:
• Word of mouth    
• Newspapers 
• Good customer service 
• Brochures 
• College billboards 
• Career exhibitions 
• School visits 
• College newspapers 
• Radio 
• Poster. 
 
6.5 ANALYSIS OF THE STAKEHOLDER’S CHOICES OF MARKETING 
  BUDGET ALLOCATION AND THE REASONS FOR RECOMMEND- 
  ING THE FET COLLEGES 
 
Table 6.4 below summarises the marketing budget and the reasons for recommending 
the FET Colleges as per stakeholder group. 
 
Table 6.4 Analysis of the stakeholders’ response on their choices of a 
marketing budget and recommendations to someone to study at the 
FET Colleges. 
          
PROMOTIONAL STRATEGY Management Student Staff Com Bus DoE DoL 
% % % % % % % 
1 How much of college fees 
allocated to marketing 
50 
0 20% 0 20% 0% 0 0 
   
  
30 0 7% 33% 20% 29% 0  
20 50% 60% 7% 33% 29% 100% 100% 
10 50% 6% 60% 0% 42% 0 0 
 Other specifications 5 0 0% 0% 7% 0% 0 0 
Other specifications 40 0 7% 0% 13% 0% 0 0 
Other specifications 55 0 0% 0% 7% 0% 0 0 
2 How appropriate are 
promotional strategies? 
        
Excellent  0 13 7 13 7 0 0 
Very good  20 20 33 13 13 0 0 
Good  33 54 40 43 20 100% 100% 
Fair  47 13 20 40 33 0 0 
Poor  0 0 0 0 0 0 0 
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PROMOTIONAL STRATEGY Management Student Staff Com Bus DoE DoL 
% % % % % % % 
3 Why recommending a 
candidate? 
        
Quality Education  17% 16% 16% 12% 12% 14% 14% 
Good facilities  17% 11% 16% 13% 12% 14% 14% 
Variety of courses  7% 9% 11% 14% 15% 14% 14% 
Affordable fees  17% 11% 12% 11% 13% 14% 14% 
Bursary facilities  10% 11% 10% 5% 2% 14% 14% 
Acceptable qualifications.  7% 12% 12% 13% 15% 14% 14% 
Good relation with bus.  3% 13% 2% 5% 6% 0% 0% 
Good student service.  10% 8% 10% 11% 8% 14% 14% 
Other(Job placement)  3% 0% 0 1% 0% 0% 0% 
Other (good relation 
management) 
 0% 1% 0 0% 0% 0% 0% 
Source:  The results of the questionnaire Section C. 
 
6.5.1 Response analysis on the marketing budget choice of each stakeholder group 
 
• Section C of the questionnaire requested information from the respondents on how 
much should be allocated to the institutions’ marketing budget.  From the total of 
68 responses, 50 percent of management response chose a budget of 20 percent and 
50 percent wanted 10 percent to be allocated to the marketing budget as 
summarised in Table 6.4 above. 
 
• 20 percent of the students indicated 50 percent, 7 percent of students opted for 30, 
7 percent opted for 40 percent, 60 percent of students wanted 20 percent and 6 
percent opted for 10 percent to be allocated to the marketing budget. 
 
• 33 percent of the academic staff opted for 30 percent, 7 percent of the staff wanted 
20 percent and 60 percent chose a 10 percent allocation to the marketing budget.  
 
• 7 percent of the broader community members preferred 55 percent to be allocated 
to the marketing budget, 20 percent opted for a 50 percent budget, 33 percent 
preferred 20 percent and 20 percent wanted 30 percent to be allocated to the 
marketing budget. 
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• The largest percentage of 42 of the business community opted for 10 percent to be 
allocated to a marketing budget.  29 percent of the business community preferred 
10 percent and the other remaining 29 percent allocated 10 percent to the marketing 
budget.   
 
• Both the DoL and the DoE chose 20 percent to be allocated to the marketing of the 
FET Colleges. 
 
The findings overall revealed that all the stakeholders preferred their FET Colleges to 
allocate between 10 and 20 percent toward marketing of the institution. Addison (2001: 
17) mentions that the marketing budget depends upon the company’s target market, the 
nature of the product, the nature of the business and the company’s philosophy towards 
marketing.  
 
6.5.2 Response analysis effective are the promotional strategies currently  
used in reaching the FET College target market as per stakeholder group 
 
The findings overall also revealed that the all selected stakeholders indicate that the 
current strategies used in the FET Colleges are good at reaching their target market, as 
shown in Table 6.4.  The following stakeholders indicated that the current strategies 
used in the FET Colleges are good at reaching the target market: 33 percent of 
management, 54 percent of students, 40 percent of the staff, 43 percent of the 
community and 20 percent of the business community.  
 
6.5.3 Response analysis on recommending a candidate to study at the FET College 
 
The findings overall revealed that all stakeholders would recommend a candidate to 
study at a FET College because of the following: quality education, good facilities and 
affordable fees since they all received 17 percent in comparison to other items listed.  
With the exception of good relations with businesses which receive 3 percent from 
management, 6 percent from the business community, 2 percent from the staff and 5 
percent from the broader community. The DoL and DoE revealed 0 percent.  Contrary 
to the students’ response of 13 percent allocated to good relations with businesses which 
indicates good working relations with the business community.  Job placement was an 
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additional reason for recommending the FET College from the management side. 
Students also added good relations with management.  
 
6.6 ANALYSIS OF ADDITIONAL PROMOTIONAL STRATEGIES  
IDENTIFIED 
 
Section D of the questionnaire allowed the respondents to add promotional strategies, 
which they believed were not included in the questionnaire. From the 68 respondents 
one community member added the use of ex-students who are employed as testimonial 
advertising to inspire students especially during public events.  From management only 
one added the funding structure of marketing and student tracking system (job 
placement programmes) to be officially in place with the assistance from the 
government. From the academic staff one added networking with overseas colleges 
through exchange programmes of either students or academic staff. It was felt that other 
promotional strategies within Section A and Section B of the questionnaire already 
covered the balance of the predetermined promotional strategies. The example of those 
strategies were roadshows which is part of outdoor advertising and church visits which 
is part of personal selling.  
 
Table 6.5 below includes the top ten strategies, which have been identified as very 
important and the top ten strategies, which the respondents believed are currently used 
by the FET Colleges. 
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Table  6.5  Summarised list of top 10 promotional strategies which are 
   important and currently used in the FET Colleges 
 
No Important promotional 
strategies  
Overall 
ranking 
Current strategies used 
at the FET 
Highest % 
allocated 
1 Newspapers 1 Word of Mouth 17% 
2 Good customer service 2 Newspapers 13% 
3 School visits 3 Good customer service 11% 
5 Career exhibitions 5 College billboard/identity 11% 
6 Community Involvement 6 Career exhibitions 8% 
7 Learnership programmes 7 School visits 8% 
8 Networking 8 College newspapers 8% 
9 Radio 9 Radio 8% 
10 College Newspaper 10 Posters 6% 
Source:  Table 6.2 and Table 6.3 
 
Table 6.5 above reveals a large amount of similarity between what is currently used and 
what the respondents identified as very important, with the exception of learnership and 
community involvement programmes which have not been included among the top 10 
strategies currently in use. To be effective in marketing, the FET College must see to it 
that all the promotional strategies implemented should lead to synergy with other media. 
The literature has revealed that most promotional strategies used by the private sector 
are effective and should be used to market any type of institution.  Lovelock (1996: 378) 
identifies these factors that should be considered when implementing the company’s 
promotional strategies: 
• The type of the target market, 
• The support from management, 
• The nature of the product offered, 
• The nature of the institution/company and 
• The availability of funds. 
 
6.7 CONCLUSION 
 
This chapter contains an analysis of the response from the survey questionnaire. The 
analysis has been done by using weighting and percentages to rank the response in order 
of importance.  Each promotional strategy was discussed, including the importance of 
using other promotional strategies within the FET sector.  In the discussion a 
comparison was drawn between what the FET Colleges identified as important 
promotional strategies and what the FET Colleges are currently using, as shown in 
The Analysis, Interpretation and Integration of the Results of the Empirical Survey Chapter Six 
  
                          
80 
Table 6.4 above.  The top 10 important promotional strategies and currently used 
strategies identified by the respondents should be integrated with other media in order to 
gain sustainable competitive advantage.  
 
Chapter Seven of this study will present a summary of the research, provide 
recommendations and identify areas for further research and close with a conclusion. 
 
  
 
 
 
SUMMARY, RECOMMENDATIONS AND CONCLUSION 
 
 
7.1 INTRODUCTION 
 
The objective of this chapter is to summarise the key elements of the research. It  
include the reason for the research and how the problems and sub-problems were 
addressed.  A number of important aspects relating to promotional strategies are dealt 
with, including the marketing challenges that lie ahead for technical education. 
 
This chapter includes the conclusions drawn from the findings, limitations and 
recommendation for improvement, possible future studies and a conclusion. 
 
7.2 SUMMARY 
 
7.2.1 Reasons for the Research 
 
The main reasons for undertaking this particular research can be outlined as follows: 
 Sweeping changes in technology, demographics and new customer demands, that 
required that the Public FET Colleges respond like other service industries. 
 An ever-increasing number of sophisticated, informed customers that demand 
transparency in what they buy to satisfy their needs and preference. 
 The changing of laws by the government to no longer protect the public schools 
(FET) from private schools, which contributed to an increase in competition. 
 
Therefore, public sector organisations are now being subjected to legislative and 
competitive pressures that forced them to recognise the need to reconsider their 
relationships with their users and customers in order to satisfy their needs. Since the 
Public FET Colleges are also operating in a changed environment, clients or students 
demand institutions that respond to their needs and interests.  The competitiveness of 
the industry calls for the Public FET Colleges’ management to take the initiative in 
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marketing their institutions.  Deciding which promotional strategies to use to market the 
Public FET is not an easy task, hence the reason for this research. 
 
7.2.2 The Main Problem 
 
The main research problem was to identify which promotional strategies are appropriate 
to market technical colleges in the Eastern Cape Province. 
 
7.2.3 The Sub-Problems 
 
The sub-problems that were identified and the way in which they were addressed were 
as follows: 
 
• The first sub-problem was to look at which promotional strategies are revealed by 
the literature to market companies in the business world. 
 
The sub-problem above was addressed by conducting a literature review.  The 
literature study conducted, highlighted endless lists of promotional strategies used 
by both private and public organisations. 
 
• The second sub-problem was to examine which promotional strategies technical 
colleges currently use in marketing their institutions. 
 
The sub-problem above was addressed by developing a questionnaire based on the 
information obtained from the literature review including all the promotional 
strategies identified.  The researcher delivered the questionnaire to all the identified 
stakeholders as explained in Chapter One. The respondents were required to rate the 
identified promotional strategies according to what they believe is important in 
marketing the FET Colleges they are connected with.  They were also required to 
identify which promotional strategies the institutions they are connected to, use. 
 
• The third sub-problem was to look at how the results from the other two sub-
problems can be integrated to develop a list of effective promotional strategies to 
market the FET Colleges. 
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The results of the empirical survey were then used to rank each promotional strategy 
according to its overall importance to the various categories of respondents. 
Secondly, the different categories were compared in terms of usage of certain 
strategies whereby the percentages it was given, was used to compare it with other 
strategies. The most used strategies were compared and integrated to indicate what 
the stakeholders believe to be important in marketing the FET Colleges.  The ranked 
strategies used by the FET Colleges were then used to develop effective 
promotional strategies to market technical colleges in the Eastern Cape Province. 
 
7.2.4 The marketing challenges that lie ahead of the FET Colleges. 
 
The challenges that are facing the FET Colleges can be summarised as follows: 
 
• Globalisation 
 
Big or small organisations are all affected in some way by global competition. The 
South African educational system has been challenged at home by the entry of many 
competitors from overseas countries since 1994.  This means that South Africa needs to 
be more competitive and multi-skilled in order to face competition from all directions. 
For example, the forming of strategic alliances with foreign companies is becoming a 
common practice in SA where educational institutions forge partnerships with overseas 
educational institutions. The South African government made a national call to merge 
smaller FET Colleges with bigger resourceful colleges in order to cope with global 
competition and improve marketing of these institutions.  
 
• Changing World Economy 
 
The current economic conditions in SA create both problems and opportunities for 
technical colleges, whereby many colleges now have to be more proactive in 
developing new solutions to meet changing customer demands without or with 
government assistance.    
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• The new marketing landscape 
 
The new marketing landscape indicates that customers control the marketplace and will 
make purchases decided on by price, quality and service delivery. The new marketing  
landscape demands that technical colleges should focus on value added offerings to 
satisfy the business and broader community’s needs. Companies are advised to move 
from customer satisfaction to customer intimacy, which requires companies to provide 
complete solutions that exceed the needs of customers, for example, to provide financial 
aid to students to accomplish their study objectives.  By analysing its clients and taking 
a comprehensive approach towards marketing, technical education can become the 
dynamic educational programme our society needs to develop individuals with adequate 
occupational skills for careers for today and tomorrow. 
 
7.2.5 Factors urging greater support for a marketing perspective in the FET Colleges  
 
Coetzee (1996:5) mentions the following factors:  
 
• Re-authorisation: Re-authorisation will determine the shape and direction of 
technical education into the future.  It will determine if vocational education has the 
commitment and resources needed to fulfil its mission of educating productive 
citizens. 
• The image problem.  A number of recent studies indicate that vocational education 
has considerable work to do in establishing a clear, favourable image in the minds 
of the groups it serves. Literature revealed that when people understand what 
technical colleges are, they would support them. 
• The threat to secondary programmes.  Sixty to seventy percent of high school 
graduates enter the work force directly and lack the skills that vocational education 
can provide. 
• The changing workplace and work force. Rapid changes in technology, the 
accelerating shift to a service economy and changes in the composition of the work 
force will inevitably bring change to technical education programmes and delivery 
such as the introduction of learnerships.   
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7.3 CONCLUSIONS FROM THE FINDINGS 
 
The study revealed that the Public FET Colleges under investigation are of the view that 
all the promotional strategies used by commercial enterprises are applicable and of 
importance for the success of marketing educational institutions. Public FET Colleges 
receive a limited budget from the government, which hinders the use of promotional 
strategies used in the public sector.  
  
The assumption that the FET Colleges are using the same promotional strategies that 
are used in the private sector proved to be incorrect.  The study revealed that Public 
FET Colleges are not currently using promotional strategies such as, telesales, the 
Internet, television and taxi advertising.  The reasons why they are not currently used, 
can be attributed to the following: 
 
• Lack of funds from the government to assist them in marketing. 
• Incompatibility of some promotional strategies with the Public FET Colleges target 
market. For example the target market is still lacking access to the Internet with a 
very low computer literacy rate. 
• Promotional strategies such as the Internet and television would not attain its 
purpose of reaching their target market effectively and efficiently. 
 
The researcher recommends that Public FET Colleges use Taxi advertising because 
Taxi advertisig penetrates the entire country from the remotest rural areas to the high-
density cities, and appeals to a large number of commuters.  It would be advisable also 
for the FET Colleges to take advantage of using telesales as a large number of students 
make use of cellphones.  It would be economical to reach students through sending 
messages (SMS). Therefore, further research is recommended to investigate the types of 
promotional strategies the students are attracted or exposed to in responding to the 
marketing of the FET Colleges.  
 
The literature reveals that the nature of the company, products and target market will 
determine which promotional strategies will be appropriate to market that particular 
institution.  To be effective in marketing, the FET Colleges need to ensure that market 
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research is continuously conducted in order to implement appropriate promotional 
strategies. 
 
7.4 LIMITATIONS AND RECOMMENDATIONS 
 
A number of limitations and recommendations were identified while completing this 
research project.  These include: 
 
• Limited sample size  
 
The sample was limited to a small number of people within a specific stakeholder 
group. For example, the management sample of the technical colleges were composed 
of six management members, two from each FET College, and only one representative  
each from the DoE and the DoL.  That contributed to the doubt experienced whether it 
would yield the same results if the research was duplicated to a larger sample size 
within the same environment.  Further research is recommended using a larger sample. 
 
• Response to the questionnaire 
 
The questionnaire revealed that the stakeholders misunderstood some marketing terms.  
For example, all stakeholders, even the DoL and DoE responded negatively to the laws 
introduced by the government to promote Public FET Colleges. It clearly revealed that 
all stakeholders did not view learnership programmes initiated by the government as a 
promotional strategy to market the FET Colleges to the business community.  The 
college magazine was viewed differently to the annual report booklet issued to 
lecturers.  Brochures were also not viewed as promotional material, since promotional 
materials were ranked low, but brochures as a promotional strategy used by the FET 
Colleges received the highest percentage compared to other strategies used by the FET 
Colleges. To overcome this problem, the researcher felt the questionnaire should have 
been accompanied by a separate document defining some marketing terms 
 
• The FET Colleges are advised to set up joint promotions with other institutions, 
such as higher education institutions.  Merging of the FET Colleges might be a good 
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platform for the implementation of joint promotions since many FET Colleges will 
combine their resources to market them more effectively. 
• FET Colleges should continually look for new niche markets they can serve, by 
evaluating their existing customers and looking for groups that are not currently 
catered for, and then create a sustainable competitive advantage. 
• FET Colleges should take the initiative in marketing their institutions and not wait 
for government support. 
 
7.4 CONCLUSION 
 
The emergence of competition and many more private educational institutions triggered 
the need for the FET Colleges to be more pro-active in developing promotional 
strategies that will change the negative image of the FET Colleges. The promotional 
strategies should clearly communicate what technical colleges have to offer.  Technical 
education is the backbone of the country, since it offers basic skills that will contribute 
to the development of the country’s human resources. 
 
Technical education is valuable to the community and society at large for the following 
reasons: 
• It  caters for young and old people of the community. 
• It provides a variety of courses that are responsive to the needs of the business 
community and the broader community. 
• These courses will broaden the range of career options for learners which are 
responsive to real employment prospects. 
• The FET Act No.98 of 1998 urged technical colleges to offer a broad-based 
curriculum which encourages linkages between schools, colleges, higher learning 
institutions and workplace. 
• Technical education encourages lifelong learning.  
 
For the above reasons the FET Colleges have to take the initiative in developing a wider 
variety of courses that will be in line with the demand of the local businesses and 
communities.  Therefore, it is increasingly important for the FET Colleges to conduct 
market research continuously in order to offer what the market needs.  A list of 
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suggested promotional strategies such as the one developed in Chapter Six, could be 
used to assist the FET Colleges to market their institutions effectively and could 
eventually even establish trends for the FET Band. 
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 ANNEXURE: B 
 
Covering letters to all the stakeholders for the questionnaire distributed. 
 
 10 Pine Street 
 Weshof 
 QUEENSTOWN 
 5320 
      
 045-8382757 
25 September 2002 
 
The College Principal 
……………………… 
……………………… 
……………………… 
 
Dear Sir/Madam 
 
Research questionnaire – Promotional Strategies, currently used by Public FET 
Colleges. 
  
I am currently undertaking research in the above-mentioned topic.  I would appreciate it if 
you could grant me permission to distribute this questionnaire to the following: five 
lecturing staff members, five students and two members of management. 
 
The questionnaire should not take more than fifteen minutes to complete. 
 
The research hopes that once completed, it would help the FET Colleges in developing 
more effective promotional strategies. It is also in partial fulfillment of the requirements for 
a Master’s Degree in Technology (Business Administration). 
 
I will be visiting your institution on 15 of October 2002, if convenient to you.  I will 
contact you to confirm the date of my visit. 
 
Thanking you in anticipation. 
 
Yours faithfully 
 
 
 
Nandi G. Gaika 
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 10 Pine Street 
 Weshof 
 QUEENSTOWN 
 5320 
      
 045-8382757 
25 September 2002 
 
The Deputy Director of Technical Colleges 
Department of Education (FET) 
BISHO 
6400 
 
Dear Sir 
 
Research questionnaire – Promotional Strategies, currently used by Public FET 
Colleges. 
  
I am currently undertaking research in the above-mentioned topic.  I would appreciate it if 
you would assist me in my research, by completing the attached questionnaire. 
 
The questionnaire should not take more than fifteen minutes to complete. 
 
The research hoped that once completed, would help the FET Colleges in developing more 
effective promotional strategies. It is also in partial fulfillment of the requirements for a 
Master’s Degree in Technology (Business Administration). 
 
I will be visiting you between the 10 and 15 of October 2002, if convenient to you.  I will 
contact you to confirm the date of my visit. 
 
Thanking you in anticipation. 
 
Yours faithfully 
 
 
 
Nandi G. Gaika 
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 10 Pine Street 
 Weshof 
 QUEENSTOWN 
 5320 
      
 045-8382757 
        
25 September 2002 
 
The Community Member 
…………………………… 
…………………………….. 
…………………………….. 
 
Dear Sir/Madam 
 
Research questionnaire – Promotional Strategies, currently used by Public FET 
Colleges. 
  
I am currently undertaking research in the above-mentioned topic.  I would appreciate it if 
you would assist me in my research, by completing the attached questionnaire. 
 
The questionnaire should not take more than fifteen minutes of your time. 
 
The research is in partial fulfillment of the requirements for a Master’s Degree in 
Technology (Business Administration).  It is also hoped that once completed, the study 
would help the FET Colleges in developing more effective promotional strategies. 
 
Thanking you in anticipation. 
 
Yours faithfully 
 
 
 
Nandi G. Gaika 
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 10 Pine Street 
 Weshof 
 QUEENSTOWN 
 5320 
      
 045-8382757 
        
 
25 September 2002 
 
The Director of Labour 
Department of Labour 
……………………… 
 
Dear Sir/Madam 
 
Research questionnaire – Promotional Strategies, currently used by Public FET 
Colleges. 
 
I am currently undertaking research in the above-mentioned topic.  I would appreciate it if 
you would assist me in my research, by completing the attached questionnaire. 
 
The questionnaire should not take more than fifteen minutes to complete. 
 
The research is in partial fulfillment of the requirements for a Master’s Degree in 
Technology (Business Administration).  It is also hoped that once completed, the study 
would help the FET Colleges in developing more effective promotional strategies. 
 
I will be visiting you between the 10th and 15th of October 2002, if convenient to you.  I 
will contact you to confirm the date of my visit. 
 
Thanking you in anticipation. 
 
Yours faithfully 
 
 
 
Nandi G. Gaika 
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 10 Pine Street  
 Weshof 
 QUEENSTOWN 
 5320   
     
 045-8382757 
25 September 2002        
 
The Manager/Supervisor 
…………………………. 
…………………………. 
…………………………. 
 
Dear Sir/Madam 
 
Research questionnaire – Promotional Strategies, currently used by Public FET 
Colleges. 
 
I am currently undertaking research in the above-mentioned topic.  I would appreciate it if 
you would assist me in my research, by completing the attached questionnaire. 
 
The questionnaire should not take more than fifteen minutes to complete. 
 
The research is in partial fulfillment of the requirements for a Master’s Degree in 
Technology (Business Administration).  It is also hoped that once completed, the study 
would help the FET Colleges in developing more effective promotional strategies. 
 
I will be visiting you between the 10th and 15th of October 2002, if convenient to you.  I 
will contact you to confirm the date of my visit. 
 
Thank you in anticipation. 
 
Yours faithfully 
 
 
 
Ms. N.G. Gaika 
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                                                                                                                                                                              ANNEXURE: C 
        OVERALL RANKING OF PROMOTIONAL STRATEGIES IN THE  
FET COLLEGES USING WEIGHTED TOTALS 
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ANNEXURE:D
    
Response Analysis  
 
The responses of each stakeholder group is analysed per question and expressed as 
percentage and weighted totals. 
 
1.  RESPONSE ANALYSIS ACCORDING TO MANAGEMENT: 
 
NO PROMOTIONAL 
STRATEGY 
MANAGEMENT PERCENT WEIGHTED 
TOTALS 1 2 3 1 2 3 
1 Newspapers 0 2 4 0% 33% 67% 16 
2 Radio 0 1 5 0% 17% 83% 17 
3 Learnership programmes 1 0 5 17% 0% 83% 16 
4 Magazines 2 4 0 33% 67% 0% 10 
5 Mail 2 3 1 33% 50% 17% 11 
6 Internet 3 1 2 50% 17% 33% 11 
7 Posters 0 2 4 0% 33% 67% 16 
8 Electronic display 3 1 2 50% 17% 33% 11 
9 Billboards 3 0 3 50% 0% 50% 12 
10 Telesales 5 0 1 83% 0% 17% 8 
11 Word of mouth 0 0 6 0% 0% 100% 18 
12 Community involvement 0 1 5 0% 17% 83% 17 
13 Television 3 2 1 50% 33% 17% 10 
14 Good service offered 0 0 6 0% 0% 100% 18 
15 College newspaper 0 0 6 0% 0% 100% 18 
16 School visits 0 0 6 0% 0% 100% 18 
17 Public relations 0 0 6 0% 0% 100% 18 
18 Promotional materials 2 1 3 33% 17% 50% 13 
19 POP advertising 2 0 4 33% 0% 67% 14 
20 Student newsletters  1 1 4 17% 17% 67% 15 
21 Flyers 0 1 5 0% 17% 83% 17 
22 Career Exhibitions 0 1 5 0% 17% 83% 17 
23 Business breakfasts 2 1 3 33% 17% 50% 13 
24 Networking 0 3 3 0% 50% 50% 15 
25 Corporate identity 1 0 5 17% 0% 83% 16 
26 Hosting public events 0 1 5 0% 17% 83% 17 
27 Cinema 5 1 0 83% 17% 0% 7 
28 E-mail 3 0 3 50% 0% 50% 12 
29 Open days 0 2 4 0% 33% 67% 16 
30 Sponsorship programmes 2 0 4 33% 0% 67% 14 
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2.  RESPONSE ANALYSIS ACCORDING TO STAFF: 
 
NO PROMOTIONAL STRATEGIES 
STAFF PERCENT WEIGHTED 
TOTALS 1 2 3 1 2 3 
1 Newspapers 1 1 13 7% 7% 86% 42 
2 Radio 0 3 12 0% 20% 80% 42 
3 Learnership programmes 0 3 12 0% 20% 80% 42 
4 Magazines 6 6 3 40% 40% 20% 27 
5 Mail 6 7 2 40% 47% 13% 26 
6 Internet 10 4 1 67% 26% 7% 21 
7 Posters 5 3 7 33% 20% 47% 32 
8 Electronic display 6 5 4 40% 33% 27% 28 
9 Billboards 7 6 2 47% 40% 13% 25 
10 Telesales 10 4 1 67% 26% 7% 21 
11 Word of mouth 2 1 12 13% 7% 80% 40 
12 Community involvement 1 3 11 7% 20% 73% 40 
13 Television 10 3 2 67% 20% 13% 22 
14 Good service offered 1 3 11 7% 20% 73% 40 
15 College newspaper 0 6 9 0% 40% 60% 39 
16 School visits 1 1 13 7% 7% 86% 42 
17 Public relations 0 3 12 0% 20% 80% 42 
18 Promotional materials 3 5 7 20% 33% 47% 34 
19 POP advertising 4 7 4 26% 47% 26% 28 
20 Student newsletters  4 5 6 27% 33% 40% 32 
21 Flyers 4 6 5 27% 40% 33% 31 
22 Career Exhibitions 0 1 14 0% 7% 93% 44 
23 Business breakfasts 7 4 4 47% 7% 27% 27 
24 Networking 1 3 11 7% 20% 73% 40 
25 Corporate identity 2 2 11 13% 13% 73% 39 
26 Hosting public events 3 6 6 20% 40% 40% 33 
27 Cinema 15 0 0 100% 0% 0% 15 
28 E-mail 12 1 2 80% 7% 13% 20 
29 Open days 3 4 8 20% 27% 53% 35 
30 Sponsorship programmes 3 5 7 20% 33% 47% 34 
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3.  RESPONSE ANALYSIS ACCORDING TO STUDENTS: 
 
NO PROMOTIONAL STRATEGIES 
STUDENT PERCENT WEIGHTED 
TOTALS 1 2 3 1 2 3 
1 Newspapers 1 1 13 7% 7% 86% 42 
2 Radio 0 0 15 0% 0% 100% 45 
3 Learnership programmes 1 2 12 7% 13% 80% 41 
4 Magazines 6 3 6 40% 20% 40% 30 
5 Mail 9 4 2 60% 27% 13% 23 
6 Internet 8 3 4 53% 20% 27% 26 
7 Posters 4 3 8 27% 20% 53% 34 
8 Electronic displays 11 2 2 73% 13% 13% 21 
9 Billboards 8 2 5 53% 13% 33% 27 
10 Telesales 9 5 1 60% 33% 7% 22 
11 Word of mouth 1 1 13 7% 7% 86% 42 
12 Community involvement 1 1 13 7% 7% 86% 42 
13 Television 5 3 7 33% 20% 47% 32 
14 Good service offered 0 2 13 0% 13% 86% 43 
15 College newspaper 1 4 10 7% 27% 67% 39 
16 School visits 2 1 12 13% 7% 80% 40 
17 Public relations 2 3 10 13% 20% 67% 38 
18 Promotional materials 2 2 11 13% 13% 73% 39 
19 POP advertising 6 4 5 40% 27% 33% 29 
20 Student newsletters 6 0 9 40% 0% 60% 33 
21 Flyers 5 8 2 33% 53% 13% 27 
22 Career exhibitions 1 1 13 7% 7% 86% 42 
23 Business breakfasts 8 3 4 53% 20% 27% 26 
24 Networking 0 0 15 0% 0% 100% 45 
25 Corporate identity 3 2 10 20% 13% 67% 37 
26 Hosting public events 2 2 11 13% 13% 73% 39 
27 Cinema 12 2 1 80% 13% 7% 19 
28 E-mail 4 1 10 27% 7% 67% 36 
29 Open days 4 1 10 27% 7% 67% 36 
30 Sponsorship programmes 3 2 10 20% 13% 67% 37 
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4.  RESPONSE ANALYSIS ACCORDING TO BUSINESS COMMUNITY: 
 
 
NO PROMOTIONAL STRATEGIES 
BUSINESS PERCENT WEIGHTED 
TOTALS 1 2 3 1 2 3 
1 Newspapers 0 2 13 0% 13% 86% 43 
2 Radio 5 1 9 33% 7% 60% 34 
3 Learnership programme 1 2 12 7% 13% 80% 41 
4 Magazines 4 6 5 27% 40% 33% 31 
5 Mail 2 7 6 13% 47% 40% 34 
6 Internet 5 4 6 33% 27% 40% 31 
7 Posters 1 6 8 7% 40% 53% 37 
8 Electronic displays 9 4 2 60% 27% 13% 23 
9 Billboards 5 6 4 33% 40% 27% 29 
10 Tele-sales 8 6 1 53% 40% 7% 23 
11 Word of mouth 0 3 12 0% 20% 80% 42 
12 Community involvement 1 5 9 7% 33% 60% 38 
13 Television 5 3 7 33% 13% 47% 32 
14 Good service offered 1 2 12 7% 7% 80% 41 
15 College newspapers 2 8 5 13% 53% 33% 33 
16 School visits 0 1 14 0% 7% 93% 44 
17 Public relations 0 8 7 0% 53% 47% 37 
18 Promotional material 7 5 3 47% 33% 20% 26 
19 POP advertising 6 5 4 40% 33% 27% 28 
20 Student newsletter 6 6 3 40% 40% 20% 27 
21 Flyers 5 4 6 33% 27% 40% 31 
22 Career exhibitions 1 5 9 7% 33% 60% 38 
23 Business breakfast 4 7 4 27% 47% 27% 30 
24 Networking 3 4 8 20% 27% 53% 35 
25 Corporate image 4 5 6 27% 33% 40% 32 
26 Hosting public events 5 6 4 33% 40% 27% 29 
27 Cinema 9 6 0 60% 40% 0% 21 
28 Email 2 9 4 13% 60% 27% 32 
29 Open days 1 4 10 7% 27% 67% 39 
30 Sponsorship programmes 2 7 6 13% 47% 40% 34 
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5.  RESPONSE ANALYSIS ACCORDING TO BROADER COMMUNITY: 
 
 
 
NO PROMOTIONAL 
STRATEGIES 
COMMUNITY PERCENT WEIGHTED 
TOTALS 1 2 3 1 2 3 
1 Newspapers 0 1 14 0% 7% 93% 44 
2 Radio 2 3 10 13% 20% 67% 38 
3 Learnership programme 1 3 11 7% 20% 73% 40 
4 Magazines 4 7 4 27% 47% 27% 30 
5 Mail 7 5 3 47% 33% 20% 26 
6 Internet 8 0 7 53% 0% 47% 29 
7 Posters 2 4 9 13% 27% 60% 37 
8 Electronic displays 9 1 5 60% 7% 33% 26 
9 Billboards 8 2 5 53% 13% 33% 27 
10 Tele-sales 13 1 1 86% 20% 80% 18 
11 Word of mouth 0 3 12 0% 20% 80% 42 
12 Community involvement 0 2 13 0.0% 13% 86% 43 
13 Television 9 0 6 60% 0% 40% 27 
14 Good service offered 0 1 14 0% 7% 93% 44 
15 College newspapers 0 3 12 0% 20% 80% 42 
16 School visits 1 1 13 7% 7% 86% 42 
17 Public relations 1 8 6 7% 53% 40% 35 
18 Promotional material 1 4 10 7% 27% 67% 39 
19 POP advertising 7 4 4 27% 27% 47% 27 
20 Student newsletter 4 4 7 27% 27% 47% 33 
21 Flyers 7 5 3 47% 33% 20% 26 
22 Career exhibitions 1 1 13 7% 7% 86% 42 
23 Business breakfast 6 4 5 40% 27% 33% 29 
24 Networking 0 1 14 0% 7% 93% 44 
25 Corporate image 3 3 9 20% 20% 60% 36 
26 Hosting public events 0 4 11 0% 27% 73% 41 
27 Cinema 10 3 2 67% 20% 13% 22 
28 Email 6 4 5 40% 27% 33% 29 
29 Open days 2 1 12 13% 7% 80% 40 
30 Sponsorship programmes 0 3 12 0% 20% 80% 42 
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6.  RESPONSE ANALYSIS ACCORDING TO DoL: 
 
 
NO PROMOTIONAL 
STRATEGIES 
DoL PERCENTAGES WEIGHTED 
TOTALS 1 2 3 1 2 3 
1 Newspapers 0 0 1 0% 0% 100% 3 
2 Radio 0 1 0 0% 100% 0% 3 
3 Learnership programmes 0 0 1 0% 0% 100% 2 
4 Magazines 0 0 1 0% 0% 100% 2 
5 Mail 0 0 1 0% 0% 100% 3 
6 Internet 0 0 1 0% 0% 100% 2 
7 Posters 0 0 1 0% 0% 100% 3 
8 Electronic displays 0 0 1 0% 0% 100% 3 
9 Billboards 0 1 0 0% 100% 0% 3 
10 Telesales 0 0 1 0% 0% 100% 2 
11 Word of mouth 0 0 1 0% 0% 100% 3 
12 Community involvement 0 0 1 0% 0% 100% 3 
13 Television 0 0 1 0% 0% 100% 2 
14 Good service offered 0 0 1 0% 0% 100% 3 
15 College newspaper 0 0 1 0% 0% 100% 3 
16 School visits 0 1 0 0% 100% 0% 3 
17 Public relations 0 1 0 0% 100% 0% 3 
18 Promotional materials 0 1 0 0% 100% 0% 2 
19 POP advertising 0 0 1 0% 0% 100% 1 
20 Student newsletters 0 1 0 0% 100% 0% 1 
21 Flyers 0 1 0 0% 100% 0% 2 
22 Career exhibitions 0 1 0 0% 100% 0% 3 
23 Business breakfasts 0 1 0 0% 100% 0% 1 
24 Networking 1 0 0 100% 0% 0% 2 
25 Corporate identity 0 1 0 0% 100% 0% 3 
26 Hosting public events 0 0 1 0% 0% 100% 2 
27 Cinema 1 0 0 100% 0% 0% 2 
28 E-mail 0 1 0 0% 100% 0% 2 
29 Open days 0 1 0 0% 100% 0% 2 
30 Sponsorship programmes  0 0 1 0% 0% 100% 2 
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7. RESPONSE ANALYSIS ACCORDING TO DoE: 
 
 
NO 
PROMOTIONAL 
STRATEGIES 
DoE PERCENT WEIGHTE
D 
TOTALS 
1 2 3 1 2 3 
1 Newspapers 0 0 1 0% 0% 100% 3 
2 Radio 0 0 1 0% 0% 100% 2 
3 Learnership programmes 0 1 0 0% 100% 0% 3 
4 Magazines 0 1 0 0% 100% 0% 3 
5 Mail 0 0 1 0% 0% 100% 3 
6 Internet 0 1 0 0% 100% 0% 3 
7 Posters 0 0 1 0% 0% 100% 3 
8 Electronic displays 0 0 1 0% 0% 100% 3 
9 Billboards 0 0 1 0% 0% 100% 2 
10 Telesales 0 1 0 0% 100% 0% 3 
11 Word of mouth 0 0 1 0% 0% 100% 3 
12 Community involvement 0 0 1 0% 0% 100% 3 
13 Television 0 1 0 0% 100% 0% 3 
14 Good service offered 0 0 1 0% 0% 100% 3 
15 College newspaper 0 0 1 0% 0% 100% 3 
16 School visits 0 0 1 0% 0% 100% 2 
17 Public relations 0 0 1 0% 0% 100% 2 
18 Promotional materials 0 1 0 0% 100% 0% 2 
19 POP advertising 1 0 0 100% 0% 0% 3 
20 Student newsletters 1 0 0 100% 0% 0% 2 
21 Flyers 0 1 0 0% 100% 0% 2 
22 Career exhibitions 0 0 1 0% 0% 100% 2 
23 Business breakfasts 1 0 0 100% 0% 0% 2 
24 Networking 0 1 0 0% 100% 0% 1 
25 Corporate identity 0 0 1 0% 0% 100% 2 
26 Hosting public events 0 1 0 0% 100% 0% 3 
27 Cinema 0 1 0 0% 100% 0% 1 
28 E-mail 0 1 0 0% 100% 0% 2 
29 Open days 0 1 0 0% 100% 0% 2 
30 Sponsorship programmes  0 1 0 0% 100% 0% 3 
 
  
OVERALL RESPONSE ANALYSIS    
AVG SKEW AVG SKEW SKEW AVG
1 2 3 1 2 3 1 2 3 1 2 3 1 2 3 1 2 3 1 2 3
1 Newspapers 1 1 13 1 1 13 1.73 5 1% 1% 5% 0 1 14 1.65 5 0 2 13 1.6 5
2 Radio 0 3 12 0 0 15 1.73 5 0% 0% 6% 2 3 10 1.73 5 5 1 9 0 5
3 Learnership prg 0 3 12 1 2 12 1.68 5 1% 3% 5% 1 3 11 1.48 5 1 2 12 1.7 5
4 Magazines 6 6 3 6 3 6 -1.73 5 5% 4% 2% 4 7 4 -0.3 5 4 6 5 0 5
5 Mail 6 7 2 9 4 2 1.15 5 7% 6% 1% 7 5 3 0.59 5 2 7 6 -1.5 5
6 Internet 10 4 1 8 3 4 1.46 5 6% 4% 2% 8 0 7 0.38 5 5 4 6 0 5
7 Posters 5 3 7 4 3 8 1.46 5 3% 4% 3% 2 4 9 0.72 5 1 6 8 -1.2 5
8 Electronic displays 6 5 4 11 2 2 1.73 5 9% 3% 1% 9 1 5 1.17 5 9 4 2 1.2 5
9 Billboards 7 6 2 8 2 5 0.00 5 6% 3% 2% 8 2 5 0.43 5 5 6 4 0 5
10 Tele-sales 10 4 1 9 5 1 0.00 5 7% 7% 0% 13 1 1 1.46 5 8 6 1 -1.2 5
11 Word of mouth 2 1 12 1 1 13 1.73 5 1% 1% 5% 0 3 12 1.53 5 0 3 12 1.3 5
12 Community involv 1 3 11 1 1 13 1.73 5 1% 1% 5% 0 2 13 1.6 5 1 5 9 0 5
13 Television 10 3 2 5 3 7 0.00 5 4% 4% 3% 9 0 6 0.41 5 5 3 7 0 5
14 Good service off 1 3 11 0 2 13 1.57 5 0% 3% 5% 0 1 14 1.62 5 1 2 12 1.7 5
15 College newsp 0 6 9 1 4 10 0.94 5 1% 6% 4% 0 3 12 1.32 5 2 8 5 0 5
16 School visits 1 1 13 2 1 12 1.68 5 2% 1% 5% 1 1 13 1.6 5 0 1 14 1.7 5
17 Public relations 0 3 12 2 3 10 1.63 5 2% 4% 4% 1 8 6 0.87 5 0 8 7 -1.6 5
18 Promotional mat 3 5 7 2 2 11 1.73 5 2% 3% 4% 1 4 10 1.29 5 7 5 3 0 5
19 P o P advertising 4 6 4 6 4 5 0 5 5% 6% 2% 7 4 4 -0.2 5 6 5 4 0 5
20 Student newslett 4 5 6 6 0 9 -0.94 5 5% 0% 3% 4 4 7 0.34 5 6 6 3 -1.7 5
21 Flyers 4 6 5 5 8 2 0 5 4% 12% 1% 7 5 3 0.26 5 5 4 6 0 5
22 Career exhibitions 0 1 14 1 1 13 1.73 5 1% 1% 5% 1 1 13 1.63 5 1 5 9 0 5
23 Business breakfast 7 4 4 8 3 4 1.46 5 6% 4% 2% 6 4 5 0.12 5 4 7 4 1.7 5
24 Networking 1 3 11 0 0 15 1.73 5 0% 0% 6% 0 1 14 1.67 5 3 4 8 1.5 5
25 Corporate image 2 2 11 3 2 10 1.63 5 2% 3% 4% 3 3 9 1.12 5 4 5 6 0 5
26 Hosting public ev 3 6 6 2 2 11 1.73 5 2% 3% 4% 0 4 11 1.29 5 5 6 4 0 5
27 Cinema 15 0 0 12 2 1 1.68 5 10% 3% 0% 10 3 2 1.47 5 9 6 0 -0.9 5
28 Email 12 1 2 4 1 10 0.94 5 3% 1% 4% 6 4 5 0.78 5 2 9 4 1.2 5
29 Open days 3 4 8 4 1 10 0.94 5 3% 1% 4% 2 1 12 1.4 5 1 4 10 0.9 5
30 Sponsoring compro 3 5 7 3 2 10 1.63 5 2% 3% 4% 0 3 12 1.38 5 2 7 6 -1.5 5
TOTAL: 125 68 260 100% 100% 99% 112 86 252 102 147 199
IGNORE THIS SECTION A HAVE A LOOK ON SECTION B, CHART AND SECTION C.  THANK YOU.
SECTION A
BUSINESSESPROMOTIONAL 
STRATEGIES
ALL THREE SELECTED TECHNICAL COLLEGES
MANAGEMENT STAFF STUDENTS COMMUNITYSKEW PERCENTAGESPERCENTAGES AVG
OVERALL RESPONSE ANALYSIS
1 2 3 1 2 3 1 2 3 1 2 3 1 2 3
1 Newspapers 0 2 0 1 1 3 1 1 3 0 0 5 0 1 4
2 Radio 0 0 2 0 0 5 0 0 5 0 1 4 2 1 2
3 Learnership prg 0 0 2 0 1 4 0 1 4 0 1 4 1 2 2
4 Magazines 1 1 0 3 1 1 3 1 1 3 1 1 1 3 1
5 Mail 1 1 0 2 1 2 4 0 1 2 1 2 2 2 1
6 Internet 1 1 0 5 0 0 2 2 1 4 0 1 4 0 1
7 Posters 0 1 1 1 1 3 2 0 3 2 1 2 0 4 1
8 Electronic displays 1 0 1 1 3 1 4 0 1 4 0 1 4 1 0
9 Billboards 1 0 1 2 2 1 4 0 1 2 1 2 0 3 2
10 Tele-sales 2 0 0 4 1 0 2 2 1 4 0 1 4 1 0
11 Word of mouth 0 0 2 0 0 5 1 0 4 0 0 5 0 2 3
12 Community involv 0 0 2 0 0 5 1 0 4 0 0 5 1 1 3
13 Television 2 0 0 3 2 0 1 2 2 2 0 3 2 1 2
14 Good service off 0 0 2 0 0 5 0 1 4 0 0 5 0 1 4
15 College newsp 0 0 2 0 1 4 1 2 2 0 0 5 1 3 1
16 School visits 0 0 2 0 0 5 2 0 3 1 0 4 0 0 5
17 Public relations 0 0 2 0 1 4 2 1 2 0 2 3 0 4 1
18 Promotional mat 1 0 1 1 4 0 0 1 4 1 0 4 4 1 0
19 P o P advertising 0 0 2 1 3 1 2 1 2 1 3 1 4 1 0
20 Student newslett 0 0 2 0 2 3 1 0 4 0 0 5 3 1 1
21 Flyers 0 1 1 1 2 2 3 2 0 1 2 2 3 1 1
22 Career exhibitions 0 0 2 0 1 4 1 1 3 0 1 4 0 1 4
23 Business breakfast 1 0 1 2 1 2 4 0 1 3 1 1 3 1 1
24 Networking 0 0 2 0 2 3 0 0 5 0 0 5 2 1 2
25 Corporate image 0 0 2 1 1 3 1 0 4 0 1 4 2 3 0
26 Hosting public ev 0 1 1 1 3 1 1 2 2 0 0 5 3 1 1
27 Cinema 1 1 0 5 0 0 3 1 1 4 1 0 5 0 0
28 Email 1 0 1 4 0 1 2 0 3 2 1 2 2 3 0
29 Open days 0 0 2 1 1 3 2 0 3 0 0 5 1 1 3
30 Sponsoring compro 0 0 2 1 2 2 2 0 3 0 0 5 2 2 1
TOTAL:
COMMUNITY BUSINESS
SECTION A
QUEENSTOWN
PROMOTIONAL 
STRATEGIES
STAFFMANAGEMENT STUDENTS
1 2 3 1 2 3 1 2 3 1 2 3 1 2 3 1 2 3 1 2 3
1 Newspapers 0 0 2 0 0 5 0 0 5 0 1 4 1 0 4 1 Newspapers 0 0 1 0 0 1
2 Radio 0 0 2 0 0 5 0 0 5 0 1 4 1 0 4 2 Radio 0 1 0 0 0 1
3 Learnership prg 1 0 1 0 2 3 1 0 4 1 2 2 0 0 5 3 Learnership prg 0 0 1 0 1 0
4 Magazines 1 0 1 1 2 2 1 2 2 1 3 1 1 2 2 4 Magazines 0 0 1 0 1 0
5 Mail 1 1 0 1 4 0 3 2 0 4 1 0 0 3 2 5 Mail 0 0 1 0 0 1
6 Internet 1 0 1 2 2 1 3 0 2 3 0 2 1 2 2 6 Internet 0 0 1 0 1 0
7 Posters 0 0 2 1 0 4 2 1 2 0 2 3 1 1 3 7 Posters 0 0 1 0 0 1
8 Electronic displays 1 0 1 2 2 1 3 1 1 3 0 2 3 2 0 8 Electronic displays 0 0 1 0 0 1
9 Billboards 0 0 2 2 2 1 3 1 1 3 1 1 3 1 1 9 Billboards 0 1 0 0 0 1
10 Tele-sales 1 0 1 3 2 0 5 0 0 4 1 0 1 3 1 10 Tele-sales 0 0 1 0 1 0
11 Word of mouth 0 0 2 1 0 4 0 1 4 0 2 3 0 0 5 11 Word of mouth 0 0 1 0 0 1
12 Community involv 0 0 2 0 1 4 0 1 4 0 1 4 0 0 5 12 Community involv 0 0 1 0 0 1
13 Television 1 0 1 3 1 1 1 0 4 3 0 2 2 1 2 13 Television 0 0 1 0 1 0
14 Good service off 0 0 2 0 1 4 0 1 4 0 1 4 1 0 4 14 Good service off 0 0 1 0 0 1
15 College newsp 0 0 2 0 3 2 0 2 3 0 1 4 1 1 3 15 College newsp 0 0 1 0 0 1
16 School visits 0 0 2 0 1 4 0 1 4 0 1 4 0 0 5 16 School visits 0 1 0 0 0 1
17 Public relations 0 0 2 0 2 3 0 2 3 1 4 0 0 2 3 17 Public relations 0 1 0 0 0 1
18 Promotional mat 1 1 0 1 0 4 2 1 2 0 2 3 2 1 2 18 Promotional mat 0 1 0 0 1 0
19 P o P advertising 2 0 0 2 1 2 2 2 1 4 1 0 1 2 2 2 P o P advertising 0 0 1 1 0 0
20 Student newslett 1 0 1 2 1 2 2 0 3 3 2 0 2 1 2 20 Student newslett 0 1 0 1 0 0
21 Flyers 0 0 2 1 2 2 0 3 2 2 3 0 1 2 2 21 Flyers 0 1 0 0 1 0
22 Career exhibitions 0 1 1 0 0 5 0 0 5 1 0 4 0 2 3 22 Career exhibitions 0 1 0 0 0 1
23 Business breakfast 1 1 0 2 1 2 3 0 2 2 3 0 0 4 1 23 Business breakfast 0 1 0 1 0 0
24 Networking 0 1 1 1 0 4 0 0 5 0 1 4 0 2 3 24 Networking 1 0 0 0 1 0
25 Corporate image 1 0 1 1 1 3 2 1 2 3 2 0 1 1 3 25 Corporate image 0 1 0 0 0 1
26 Hosting public ev 0 0 2 0 2 3 1 0 4 0 2 3 1 2 2 2 Hosting public ev 0 0 1 0 1 0
27 Cinema 2 0 0 5 0 0 5 0 0 4 1 0 2 3 0 27 Cinema 1 0 0 0 1 0
28 Email 1 0 1 4 0 1 1 0 4 3 2 0 0 2 3 28 Email 0 1 0 0 1 0
29 Open days 0 0 2 1 1 3 2 0 3 2 1 2 0 1 4 29 Open days 0 1 0 0 1 0
30 Sponsoring compro 1 0 1 1 0 4 0 0 5 0 1 4 0 2 3 30 Sponsoring compro 0 0 1 0 1 0
TOTAL: TOTAL:
OVERALL RESPONSE ANALYSIS
STAFF
OVERALL RESPONSE ANALYSIS
PROMOTIONAL 
STRATEGIES
STUDENTS COMMUNITY
SECTION A
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ANNEXURE F:  OVERALL ANALYSIS OF ALL 
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OVERALL ANALYSIS OF ALL DIFFERENT STAKEHOLDERS
EL QT EZ EL QT EZ EL QT EZ EL QT EZ EL QT EZ
1 Newspapers 2 2 1 5 6% 5 5 3 13 8% 5 5 4 14 8% 5 5 0 10 13% 5 5 4 14 11% 1 7% 1 6%
2 Television 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0% 0 0%
3 Radio advertising 2 2 0 4 5% 4 2 3 9 6% 5 5 3 13 8% 2 2 0 4 5% 4 2 4 10 8% 1 7% 1 6%
4 Magazines 1 0 0 1 1% 5 0 0 5 3% 4 0 0 4 2% 3 0 0 3 4% 2 0 0 2 2% 0 0% 0 0%
5 Mail 0 0 0 0 0% 3 1 1 5 3% 1 2 0 3 2% 2 0 0 2 3% 1 0 0 1 1% 1 7% 0 0%
6 Electronic advertising 0 0 0 0 0% 3 0 0 3 2% 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0% 0 0%
7 Taxi advertising 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0% 0 0%
8 Posters 2 0 2 4 5% 4 0 0 4 3% 3 0 3 6 4% 2 1 0 3 4% 2 1 4 7 5% 1 7% 1 6%
9 Good service 2 2 0 4 5% 5 4 0 9 6% 3 4 3 10 6% 2 3 3 8 11% 3 2 3 8 6% 1 7% 1 6%
10 High Pass rate 2 1 1 4 5% 5 3 0 8 5% 5 5 0 10 6% 1 0 1 2 3% 3 2 3 8 6% 1 7% 1 6%
11 Word of mouth (WOM) 2 2 2 6 8% 5 4 4 13 8% 4 5 5 14 8% 5 4 4 13 17% 4 4 4 12 9% 1 7% 1 6%
12 School visits 2 2 2 6 8% 5 3 4 12 8% 5 5 5 15 9% 2 0 3 5 7% 3 2 3 8 6% 1 7% 1 6%
13 Internet 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0% 1 6%
14 Career exhibitions 2 2 2 6 8% 5 4 2 11 7% 5 5 2 12 7% 1 0 0 1 1% 3 2 1 6 5% 1 7% 0 0%
15 Open days 1 0 1 2 3% 5 0 0 5 3% 3 0 0 3 2% 1 0 0 1 1% 3 0 0 3 2% 0 0% 0 0%
16 Business breakfasts 1 0 0 1 1% 2 0 0 2 1% 1 0 0 1 1% 0 0 0 0 0% 2 0 0 2 2% 0 0% 0 0%
17 Community services 2 0 1 3 4% 2 0 2 4 3% 2 0 2 4 2% 0 0 1 1 1% 3 1 3 7 5% 1 7% 1 6%
18 Laws  by government 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0% 0 0%
19 College Magazines 1 0 0 1 1% 2 1 0 3 2% 2 1 0 3 2% 2 0 0 2 3% 1 1 0 2 2% 1 7% 1 6%
20 College Newspapers 2 2 2 6 8% 4 3 0 7 4% 4 5 2 11 6% 1 0 0 1 1% 2 1 0 3 2% 1 7% 1 6%
21 Free handouts 2 1 1 4 5% 1 2 1 4 3% 1 2 2 5 3% 2 1 0 3 4% 2 2 2 6 5% 0 0% 1 6%
22 Sponsoring programmes 0 0 1 1 1% 2 0 0 2 1% 0 0 0 0 0% 0 0 1 1 1% 1 0 1 2 2% 0 0% 0 0%
23 Bursaries 2 2 0 4 5% 3 5 0 8 5% 2 5 0 7 4% 2 0 0 2 3% 2 3 0 5 4% 0 0% 1 6%
24 Tele-sales 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0 0 0 0% 0 0% 0 0%
25 P.O.P Advertising 2 0 1 3 4% 2 2 0 4 3% 2 2 2 6 4% 1 0 0 1 1% 2 0 0 2 2% 0 0% 0 0%
26 College Billboards 2 2 2 6 8% 5 5 2 12 8% 4 5 2 11 6% 2 3 2 7 9% 5 4 1 10 8% 1 7% 1 6%
27 Brochures 2 2 2 6 8% 5 4 4 13 8% 5 5 4 14 8% 2 1 1 4 5% 5 4 2 11 8% 1 7% 1 6%
28 Learnership programmes 2 0 0 2 3% 3 0 0 3 2% 5 0 0 5 3% 1 0 0 1 1% 2 0 0 2 2% 1 7% 1 6%
30 TOTAL 36 22 21 79 85 48 26 159 71 61 39 171 39 20 16 75 60 36 35 131 15 16
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PROMOTIONAL STRATEGIES: QUESTIONAIRE RESULTS  
SECTION C
MANAGM
EL Q EZ EL Q EZ EL Q EZ EL Q EZ EL Q EZ
1 How much of college fees to 50
2 30
3  20
4  10
Other specifications
5 Other specifications
6 Excellent
7 Very good
8 Good
9 Fair
10 Poor
11
12 Quality Education
13 Good facilities
14 Preparation for employment
15 Variety of courses
16 Affordable fees
17 Bursary facilities
18 Acceptable qualifications
19 Good relations with business
20 Good customer/student serv.
21 Other(Job placement
22 Other (sport facilities)
23 Other (……….)
24
25
26
27
28
29  
BUSINESS
DoE DoL
PROMOTIONAL 
STRATEGY
STUDENTS STAFF COMM
30  
Do you think I should analyse this section?  Because I think it does not answer my sub-problems.  I am very confused
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